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Offered a substantial saving in manufac- 
turing cost and an improvement in quality, 
shoemen were quick to recognize the advan- 
tages of making their stitchdown shoes with 
DAREX Stitchdown Welting. The result after 
18 years of successful use: — more DAREX 
Stitchdown Welting has been used than ai/ 


other types of stitchdown welting combined. 
« 


Remember: Specify DAREX Stitchdown 
Welting when you buy and be sure... 


DEWEY ANbD ALMY 
CHEMICAL COMPANY 
CAMBRIDGE 40, MASSACHUSETTS 


DAREX — TRADEMARK OF DEWEY AND ALMY CHEMICAL CO 
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Braver Bros.’ Paradise Casual is aptly 
named. Its leather is aptly chosen, too — 
smooth, comfortable White Colonial 
Velka. Leading manufacturers of 
popular casuals choose Colonial Velka 
for its suppleness, durability and 

trim appearance. Easy-to-work Velka 

is a hit from cut to finish, 

so send for your samples today. 


Brauer Bros. carry this shoe in stock 
and will make quick delivery. 


COLONIAL TANNING COMPANY. Ime... Boston II, Massachusetts 











THE GILBERT SHOE CO. + THIENSVILLE, WISCONSIN 


June 15, i949 i 


Vol. CXXXVI, No. 2, BOOT AND SHOE RECORDER, published semi-monthly by Chilton Company (Inc.), Ches 56th Sts., Philadelphia, Pa. 
Entered as second class matter June 5, 1943, at the Post Office, Philadelpia, under Act of March 3, 1879. Subscriy price $3.00 per year. Printed 
in U. S. A. (Canadian rate $3.50 per year.) 





You’vE all met Mrs. Choosey. She has Time 
Unlimited . . . but a limited amount in her 
purse, and an eagle eye for “Service”. Her 
idea of a perfect whirl is to settle down in your 
Shoe Department for the afternoon. Your en- 
tire stock parades, slowly, before her critical 
glare. Other customers catch the idea and 
demand, “Can’t you show ME something else, 
too?” Mrs. Choosey can upset an entire store 
without once lifting more than her eyebrow. 

THE AMERICAN GirRL dealer meets Mrs. 
Choosey on her own ground. If she wants high 
heels, he has them. If she wants smart cubans, 
he has them. If she wants shoes for her teen 
age daughter, he has them. Because AMERICAN 
Gi. SHOEs offer a COMPLETE LINE. . . styled 








to please more critical customers than most. 

FURTHERMORE, at $4.95-$5.95-$6.95 - $7.95, 
Mrs. Choosey will find the shoes she wants and 
get change from those bills she’s hoarding so 
cautiously. 


The AMERICAN GIRL Shoe is the answer. 
It offers: 


1. a comprehensive and completely coordinated 
line 


_e 
3. an extensive in-stock service 
4. 
5. 


prices in the volume selling brackets 


recognized style acceptance 


national advertising and promotion with in- 
tensive dealer tie-ups 








AMERICAN GIRL SHOE CO., 120 Kingston St., Boston, Mass. 
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Division: C 


1 Shoe Corp. 





TODAY—MORE THAN EVER-—AMERICA’S STANDARD OF VALUE 
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The world-renowned Radio City 
Music Hall Rockettes in one of 
their precision routines. 


MPRESSIVE UNTRORMITY 


A vast gulf separates the theatre from tan- 
ning yet both represent arts carried forward 
through the ages. Finished performances 
by the famous Rockettes are insured by the 
same principle of high selectivity which 
governs all LEVOR tanning operations. 


from raw stock buying to final grading. 


Rich finish and impressive uniformity 
make TAN-ART Suede Kid the favorite 
with men in factories who work it and 

those in stores who merchandise beauty. N + 
G. LEVOR & CO.. INC. TAN-ART CO., INC. SUEDE KID 


Tanners Since 1876 Gloversville, N. Y. 















like a winner 


> The store that presents an attractive front—that 
is modern and inviting inside and out—is a real win- 
ner. It attracts more customers, makes more sales, 
increases profits. 

Your shoe store can be a winner, too, if you 
modernize with Pittsburgh Glass and Pittco Store 
Front Metal. And when you modernize, do it right 
... no half-way job! Dollar-wise merchants all over 
the country have proved that the complete modern- 
ization of their shoe stores has been a sound invest- 
ment which has resulted in the immediate improve- 
ment of their businesses. 

When modernizing your shoe store, consult your 


THIS PICTURE OF A SHOE STORE in Port- 
land, Oregon, shows how effectively 
Pittsburgh Products can be employed to 
make a store more attractive, win new 
customers. The “open-vision” design—in 
which the entire store interior becomes a 
sales-producing display—invites passers- 
by to come in. . . actually helps make the 
sale before the customer enters. Your shoe 
store, too, will be a sales winner when it 
is modernized with Pittsburgh Glass and 
Pittco Store Front Metal. Architects: Law- 
rence, Tucker & Wallman, Portland, Ore. 


4 
4 


Pittsburgh Plate Glass Company 
2186-9 Grant Building, Pittsburgh 19, Pa. 


Without obligation on my part, please send me a 
FREE copy of your book on store modernization, 
“Modern Ways for Modern Days.” 


Name = sciseaaclast si sts ats se 


Address _- = 3 ston ith ales al a 


architect. He is familiar with Pittsburgh Products 
and will give you a design that is well-planned and 
economical. We will be glad to help both of you in 
every way possible. If vou wish, you can arrange 
for convenient terms through the Pittsburgh Time 
Payment Plan. 

In the meantime, why not send for a free copy 
of our store modernization book, “Modern Ways 
for Modern Days”? It contains illustrations and 
descriptions of remodeled stores, projected designs 
by some of the world’s foremost architects . . . with 
many other valuable features of interest to re- 
tailers. Just return the convenient coupon. 





PITTSBURGH owe, Tronte- antl batrinre 


PAINTS + GLASS - CHEMICALS +» BRUSHES - PLASTICS 


PITTSBURGH PLATE 
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e GODCHAUX’S—In New Orleans—took a full newspaper 
page to promote Walk-Overs with Vel-Flex* Construction. They 
themselves certified this shoe for comfort! A 
@ Once in a blue moon it happens . . . a shoe’s so good it makes 


news for you. And sales. Nationally advertised Vel-Flex does 






it by creating an entirely new idea in comfort. g p 
\&G 

e Name us the man who hasn’t been waiting for this news! He ig 

needn’t wait any longer . . . Five Vel-Flex numbers now in stock (7 

for immediate delivery. Retail from $17.95 up. Other Walk- he 


Z) 
Overs, from $12.95. “emer V E  B ~ F L E X 


Geo. E. Keith Company, Brockton 63, Mass. 
N k Sales R : Marbridge Building, 822 
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This holiday stock 


. 


= is not going 





into mothballs! 


2 What did you do with your gift slipper stock last January? If 
a you're like most shoe retailers, you took a whacking markdown 
and stowed away a sizable carryover. Mothballs don’t 
belong in any man’s inventory. 
On the other hand, if you took a flyer in Nettleton Loafers*, 
you probably rang bells by Christmas Eve. Because Loafers— 
genuine Nettleton Loafers—have proved to be one of the strongest, 
_ soundest items in the holiday market. 


The reasons have a profit-making sound. 





1. Double-duty wear. Loafers serve your customers as slippers 
indoors . . . as shoes outdoors. When you promote Loafers, you’re 
offering one of the most versatile items in the shoe business. 


2. Higher unit sale and profit. Retailing from $12.95 to $14.95, 
Loafers more than double the average slipper sale, and lift 

your profits in proportion. 

3. No carryover problem. The Loafer “gift season” is 12 full months 
a year. They are as promotable in April as in December . . 

as important in your stock in summer as in winter. 


4. Two great selling names. “Loafer” is ecsily the best-known 
name in leisure shoes. “Nettleton” has been a synonym for quality 
for 70 years. Together they power your advertising, 

your display, and your selling. 











Loafers—in a wide range of styles—are again : 
available in our in-stock department. Plan to promote 
them this Christmas. Plan fo sell them this 
Christmas. For you need no mothballs when you 
carry Nettleton Loafers! 
*LOAFER AND LAZY-LACER ARE TRADEMARKS, 
pgp gE A A an Nettleton Loafers available for immediate Delivery: 
Style 174. Blue suede calf. Retail $14.95 
Style 176. Tan smooth calf. Retail $14.95 
Style 177. Brown suede calf. Retail $14.95 : 
Style 181. Brown and white. Retail $12.95 : 
Style 183. Brown smooth luggage. Retail $12.95 : 
Style 184. Brown luggage grain. Retail $12.95 
Style 175. Lazy-Lacer* Golf shoe in brown smooth luggage. Rene S149 ’ 
) _ Style 178. Lazy-Lacer*, brown smooth luggage. Retail $13.95 
Style 179. Lazy-Lacer*, tan luggage grain, crepe soles. Retail $13.95 — 
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ANIMATED WINDOW AND INTERIOR 
ELECTRIC FLASHER DISPLAY... 















MADE FOR EXCLUSIVE USE OF JUMPING-JACK DEALERS 


Here's the ideal permanent window and interior display. Made of 1” pine with all electri- 






cal parts and wires underwriter laboratory guaranteed. Write today for complete details. 


NUMPINGUAERS 


saat a 
FLEXIBLE SHOES FOR ) HARD inag WEAR 





FOR ALL CHILDREN 6 MONTHS TO 4 YEARS 


VAISEY-BRISTOL SHOE COMPANY, INC. 
ROCHESTER 3, NEW YORK 

MONETT, mIiSSOURT © SK OWHEG AUS, MAINE 

MADE’ mm CANADA BY THE SAVAGE SHOE COMPANY, LIMITED © PRESTON, ONTARIO. 
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Book is now ready 


guide for selecting 


and Winter shoes. Offered in: Hina 
edition for the use of designers and styles 
who may obtain a copy by requesting _ 

it on company letterheads. 


FOR THE BEST PATENT LEATHER SHOES 


COLONIAL TANNING COMPANY, INC., Boston 11, Massachusetts 
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NEVER BEFORE SUCH STYLISH BROGUES — 
and DRESS SHOES in an ORTHOPEDIC LINE! 


© Wore Style 


DREW SHOES offer an unrivaled combination 
of smart styling and outstanding foot comfort 
features. Impressively styled in the modern 
trend and with the-newest leathers by Ameri- 
ca’s leading tanners, Drew Shoes answer the 
need for a combination to bring you greater 
pairage and added profits. 


* Grater Features 


DREW'S exclusive ANKLE-FIT lasts with their 
orthopedically designed reduced heel measure- 
ments, patterns coordinated size-for-size and 
width-for-width combined with Drew's exclu- 
sive VITA-PEDIC and other orthopedic fea- 
tures are something you can shout about with 
complete confidence. 


© Better Fit 


DREW SHOES give you an unparalleled con- 
trol in fitting a greater number of feet. less 
time spent at the fitting stool — more pairs 
per hour of selling effort. It pays to concen- 
trate on Drew Shoes! 


DREW’S DEPENDABLE 
IN STOCK SERVICE 


Koop your size runs at maximum sales 
efficiency without burdening yourself 
— excess inventory. Our Prompt 
shipment of all instock orders ia 
creases your turnover and keeps you 
inventory requirements ata Pent 


Drew has even incorporated its exclusive orthopedic features in brogue and 
casual types, giving women who need proper foot support and protection the 
comfort they need in the modern trend footwear styles they want. DREW 
WALK-O-BOUT patterns offer, you extra pairage and bigger profits. 


The RACER 


No. 15187—Black Lined 
Weight Suede, Platform 
Tie. AGood 14/8 Midway 
Heel. In Stock July 10th 
AAAA's through EE’s up 
to size 10. Price $8.00. 
196 Last. 










The SUNNY 


No. 15262—Black Suede 
Dressy Cutout Tie, A Good 
“Middle of the Road" 
style, Broad 16/8 Suede 
Heel. In Stock July 10th 
AAAA's through E's, up 
to size 10. Price $7.35. 
327 Last. 





THE IRVING DREW CORPORATIO 
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The LEE 


No. 15278 —— All Over 
Black Lined Weight Bucko. 
Fine Fitting Tie. White 
Stitched Light Weight 
Rolled Edge. 094 Last, 
16/8 Bucko Heek in Stock 
July 10th AAAA's through 
D's up to 10. Price $7.50. 
Also Stocked in Black Lined 
Weight Calf, Closed Back $7.50 
Brown Lined Weight Calf, 
Closed Back $7.60 

Parkway Green Lined Weight 
Calf, Closed Back $7.65 





LANCASTER 
OHIO 


NEW YORK OFFICE, 746 MARBRIDGE BLDG., ALSO MAKERS OF DR. HISS’ BALANCED SHOES 











“*Look-a-likes’°—shoes of identical design by 
Belleville—hit the mark with your father 
and son customers. 


You see, matching pairs by Belleville are made 
in two size runs: boys’ (1 to 6) and men’s 

(6 to 12). The boys’ size run is made over 
separate and special lasts from the men’s. This 
means greater fitting accuracy. 





To Belleville’s exactness of fit, exceptional 
comfort, and rugged construction ...add a full 
measure of guality—uniform, dependable, 
established quality. That's the Belleville formula 
for sales success—tested and proved by three 
generations of Belleville customers. 


Belleville Shoes retail profitably in the $5.50 
to $9.95 retail price range. For further 
particulars, just drop us a line. 


Style No. 7668, 
Men’s Last, 
Sizes 6 to 12 





BELLEVILLE SHOE MFG.:.CO., BELLEVILLE, ILLINOIS 
New England Distributor: KREIDER-CREVELING SHOE CO., 602 Atlantic Avenue + Boston 10, Mass. 


BUYERS KNOW: “BELLEVILLE SHOES ARE HONEST SHOES” ° 
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HOW WEINBRENNER USES CUSHION CORK 


: to add extra comfort to its Bondshire shoe 


The diagram above shows how the Albert H. 

Weinbrenner Co., of Milwaukee, uses Arm- 
strong’s Cushion Cork to add resilience and flexi- 
bility to its Bondshire dress shoe. 

In this Goodyear welt shoe, gridded Cushion 
Cork, a full %” thick, cushions the foot from heel 
to toe. In the forepart of the shoe it replaces the 
conventional filler. This construction adds far more 
resilience and comfort to the shoe than would be 
possible with leather alone. It also makes the shoe 
more flexible and eases breaking in. 

The Cushion Cork used in Bondshire shoes is 


made of live cork particles and a sponged binder. 
Underfoot its thousands of tiny cork cells contract 
and expand with every step to absorb the shocks 
and jars of walking. Cushion Cork is light, porous, 
and flexible. It helps insulate the foot against heat 
and cold to give greater year-round comfort. 
You'll find that sales come easier when you offer 
shoes made with Cushion Cork. Simply explain its 


advantages during the try-on. A few steps down 


the aisle will do the rest. For more informa- 
tion write Armstrong Cork Co., Shoe Prod- 
ucts Dept., 9606 Arch St., Lancaster, Pa. 





CUSHION CORK AND FLEXICORK ARE REGISTERED TRADE-MARKS. 


ARMSTRONG’S SHOE PRODUCTS 


BOX TOE MATERIALS - FLEXICORK - FILLERS + CUSHION CORK - CORK COMPOSITION 
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MOCCASIN 





S-242 
about $12.50 





S-243 
about $12.95 


three NEW... 





) three right for FALL 






And lustrous, long-lived Scotch Grain is right for Fall. 
It’s soft and supple in the knowing hands of Taylor Craftsmen. 
They hand-shape it to the last, hand-sew it to the front 
hand-rub its rich, redgold lustre. Thus, the fit, flexibility 
and finish that have made The Taylored Moccasin 
unexcelled for fashion tie-ins, unmatched for promotion possibilities. 


And Scotch Grain leads our National Promotions for Fall. 
Style 243 goes in Collier's, August 27, backed by the finest 
Dealer-Aid Program ever conceived for the merchandising of 


Genuine Moccasins. Let us tell you more about it. Write Dept. 7. 


15 Styles, $10.95 to $14.95 


f E. E. TAYLOR CORP.. 275 CONGRESS ST., BOSTON 10. MASS © 
for your copy of 


STOCK CATALOG 


write Dept. 7 





£* 


Genuine Moccasins 


S-241 
about $14.95 








op style in shoes 
agins at the Bottom! 
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“Walk of Beauty.’’ NEOLITE Soles help retain the shape of the 
shoes . . . preserve those smart, flattering lines . . . add extra daintiness 
at the instep. No other shoe sole gives a more beautiful bottom finish 
or takes a more beautiful edge. 


“Walk of Comfort.” NEOLITE is light in weight and thickness — 
so flexible it needs no breaking-in! 


“Walk of Economy.”’ NEOLITE outwears leather over 2 to 1— 
saves money on shoe bills! 


NEOLITE is a sales-booster on every type of shoe. Prove it yourself. 
Specify NEOLITE Soles on all your lines and make way for better 
business, repeat sales, bigger profits! 


. * 7 . * . © . 2 . . . ° 3 . + . 7 a . 2 . 2 ° ’ 





Hardest-hitting, hardest-selling Advertising Campaign 
ever put behind any brand of shoe product! 
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THIS MARK! 





Month after month, 26.000.000 
readers meet a new family of NEOLITE 
users in full-color, full-page ads in 


LIFE Magazine. 
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50,000,000 hard-hitting. powerful 
NEOLITE messages are broadcast 
every week—on leading radio stations 


from Coast to Coast! 


MWEOLITE T. M.——THE GOOOYEAR TIRE & RUBBER CO 


Without this name 
it’s not the same! Insist on 


genuine NEOLITE! 


NEOLITE makes any shoe a better shoe! 


LITE SOLES 
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l The First and Only Shoe 
: that Gives Toddlers 


3-WAY FOOT TRAINING! 


Dr. Posner’s Muscle-Builder Toddler 
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Dx POSNER'S 
MUSCLE BUILDER 
SHOE ot 
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Never before has there been a toddler’s shoe like 
this! Dr. Posner’s Muscle-Builder Toddler 
helps prevent pronation (“‘toeing-out”)—aids 
proper walking—trains the foot correctly! 


Here is a shoe that doctors will recommend— 
mothers will ask for! It means more trafic— 
steadily increasing Toddler Shoe volume for 
you. Made with flexible soles—sturdy, but pli- 
able, elk tanned upper leathers in white and 
colors. Goodyear welt. Sizes 3 to 6, 634 to 

8, widths B to E. Retails at $4.95 and $5.50. 








[3] tHe COUNTER Bac STAY 


back hee! bone (Achilles "+ holds the 


Tendon)! 






Builder Toddler holds 
ntly yer firmly in the 
POsition! 








Correct walk ing 





New installations can be arranged for 
immediate delivery. Write us today! 


Dr. A. POSNER SHOES, inc. 


EXECUTIVE OFFICES: 101 WEST 3ist STREET, NEW YORK 1, N. Y. 
Sales Offices: Chicago: Merchandise Mart, Room 1046 * Pacific Coast: Haas Bldg., Suite 1092, Los Angeles. 
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KANKAKEE COLOR NO. 736 


Bondshire 
STYLE NO. 1778 


Made by 


ALBERT H. WEINBRENNER CO. 


MILWAUKEE, WISCONSIN 





It's KANKAKEE . . . the ideal leather for smartly styled leisure footwear... 
brought to you in all the new fall shades, by Rueping. 


Samples of this popular mellow-textured line — at your request! 


RUEFrIE NG 


FRED RUEPING LEATHER CO., FOND DU LAC, WISCONSIN, U.S.A. 
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DETERMINES VALUE! 





Now that the spotlight is again focused on Value, the leadership of Tandrite gains 
even greater emphasis . . . Tandrite’s unexcelled Quality and tanning technique pro- 


vide the ultimate in uniform color and long-enduring beauty. 
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A 
RED CROSS 
SHOE 


by the 
UNITED STATES SHOE CORPORATION 
CINCINNATI 7, OHIO 
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This flattering square-toed pump . . . accented 


E. HUBSCHMAN & SONS, INC. , oh a 
with a petite bow ... is built on the much- 
PHILADELPHIA, PENNA. favored medium heel. 


HUBSCHMAN‘’S CALF Color #567 
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nationally advertised in leading magazines 
to help you build greater volume and 


profits. Both lines supported by in-stock service. 


THE H. C. GODMAN COMPANY 
Columbus 16, Ohio 
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ACTION 
MEANS 
WEAR 


amd that mean 


GERBERIC 


lo make shoes that will stand up under the terrific 
pounding the fast-moving American boys give them, 
and to make those shoes over lasts that protect growing 
feet while youngsters dash about is truly an art. 
Parents and dealers too have a name for it and that is 


ERBERI oan 
G ERICH. asERl cH 


It is a combination of lasts that are right, a consistent Sheed 
use of the best materials available and honest down-to- 











the-wood shoemaking. 


For well over a quarter of a century, it has meant a 
growing army of satisfied customers who stay with 
GERBERICH dealers from the tender age of five or 
six right straight through to college days. 


Offices: New York, Marbridge Building, Room 405. 

a Los Angeles, 219 West 7th Street, Haas Building, 

Room 919 @ Philadelphia, 12 South 12th St., Room 914. 
Ee MOUNT JOY, 
§ PENNSYLVANIA 
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For Beach Wear ) 
For Wading 







e For Lawn Showers 

e For Slippery Tile Floors 
Portholes let air in... water out 
unsinkable ... they float 






CHILDREN’S a - c- PAT. PEND 


TRADE MARK 


NATIONALLY ADVERTISED 


The something new and different you're looking for 
to wake up your summer business . . . get extra volume. 


Ask for our complete promotional kit. 


ORDER FROM YOUR JOBBER OR USE COUPON 





— BUT ORDER TODAY—IMMEDIATE DELIVERY 














Children’s Boot “totes”, retail 1.98 Gentlemen: Please send_....-.-. cases (36 pr. in) PLAY “TOTES” Standard Case As Below; 
Children’s Overshoe “totes ”, retail 98¢ | Stoe Cidews Size S Ban 3 -™ = oe Pa. Size W 
No. 
Women’s Strap Style *totes”*, retail 98¢ ] eo. 6 to 73 8tc 10 1045 to 12 1235 to 1335 lte3 
* with £ “totin” h | R-BL 601 Red top, blue bottom 2 3 3 2 2 
ae: ew oe Y- R601 Yellow top, red bottom 2 3 3 2 2 
Men's Strap Style “totes”*, retail 1.49 | Y-BR 601 Yellow top brown bottom 2 3 3 2 2 
*with waterproof “totin” pouch | 7 oO oO o ie, 
On Repeat Orders Select Own Sizes And Colors 
? \ | | FIRM 
| ADDRESS 
ta | 
- city STATE 
oy 
Ree ! 
I BY BUYER DEPT. 
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When the Box Is Opened... 


Does the Finish Help the Sale? 


WN fep 


rN [oles 


PRODUCTS OF 
B B CHEMICAL CO. 


FINISHES FOR UPPERS 
BOTTOMS ¢ HEELS © EDGES 


HIGHLY competitive selling conditions require that you 
give your shoes every advantage. Match the style and fit 
of your shoes with a finish that does them justice — a 
finish that appears as smart in the retail shop as when it 
left your packing room. 

Time takes a toll of finishes unless formulas are cor- 
rect for every run of leathers. Periodic checks by the 
United Finishing Specialist help you provide the perfec- 
tion of finish your customers appreciate and expect. If 
you have a finishing problem... or want to improve 


your finishes... phone for a United Finishing Specialist. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, 


24 


MASSACHUSETTS 
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THE LAST 
The First of 4 NEW LASTS 


on which 


Cambridge 


Presents the NEW TREND (not just a styling) 
“The FRENCH BOOTEE” 


The CASUAL Last of the French Bootee is born of necessity 
and the urgent requests of Fast-Fashion Minded shoe merchandisers. 
The ever-growing casual trend in footwear — not only for summer 
but also for winter wear —has looked in vain for stylish winter 
protection. 


Cambridge — FIRST in Foot Fashion — fills the gap . . . with 
the CASUAL LAST of the French Bootee. It is designed specifically 
to FIT casual-type shoes stylishly. It FITS over platforms or single 
sole shoes beautifully — providing smart cover for scoop wedges, 
raised vamps, gillies . . . and for today’s popular buckles, buttons 
and bows. 


No resistance at the fitting stool — easily sold because EASILY 
FITTED. 


The CASUAL Last of the French Bootee is a MUST for the 
up-to-fashion retailer and his modern customers. 


Our salesmen will gladly show you the French Bootee family. 


THE Cambridge RUBBER COMPANY 


FURST Foot Fashion 
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STYLE 265 
Stacy-Adams Envoy Last 


This STACY-Flex Style joins STACY-ADAMS 
IN-STOCK DEPARTMENT 


SIZE-UP WEEKLY from 30 Famous STACY- 
ADAMS Styles — famous for their remarkably 


Illustrating STACY-Flex Style 265 consistent repeat-business demand — In-Stock for 
. ... the firse STACY-Flex style ‘ . 2 * 

available from IN-STOCK. STACY- immediate shipment. * 

Flex process eliminates painful 

breaking-in . . . ass I hape- 

a en rT Send for new IN-STOCK Catalog 

*Style 265 retails profitably for ™ 

$22.50 . . . will be In-Stock begin- Y y Ke, ’ 

ning April 15. 

Watch for announcement of more L O E 1s FORGOT T 

new STACY-Flex Styles from In- NG AFTER PRIC EN 
Stock. 


STACY-ADAMS COMPANY e BROCKTON 62, MASSACHUSETTS 
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BROWN ELK OXFORD 
WITH ALLIGATOR _ 
TRIM, Style 5447 for 9 
children... also in 
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Give your Juvenile 


} } 1; ~ 
business the green light 


line for Fall is sometning to see! Consult your 
Fleet-Air representative, or write to us direct 


SHOE CORPORATION 6 
EPHRATA, PENNSYLVANIA our 4 
~~ te th 


YEAR it 
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The Gro-Cord 





Use These Sales Helps 


Smart looking, sales producing fold- 
ers which can be used as envelope 
stuffers with invoices, or hand-out 
pieces. Display shoes to an advan- 
tage with an attractive attention 
getting easel. Occupies a small 
space; made for GRO-CORD, NEO- 
CORD or GRO-CORK. GRO-CORD 
is available in sizes for men’s or 
boys’ shoes. Send for your supply of 
folders and display boards today. 
THEY’RE FREE. 
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Family of BRAND NAME SOLES 


Broadens Your Market and Increases Your Sales 


Every boy, working man, and nearly every girl in your 
community can become your steady customer if you sell 
them shoes soled with any of the famous brands listed 
below. 


Your customers will get longer wear and greater satis- 
faction from these brand name soles . . . and they'll 
spread the good news that you sell them! 


Nearly every leading manufacturer can supply you with 
quality shoes having these famous soles, so order NOW, 
and watch your sales volume GO UP! 


Cconn> 


Two times best en actual 
test. Outwears at least two 
leather soles. The original, 
— cord-on-end con- 

struction; non-slip, water- 
sn Shown is style 1002, 
rown (non-marking) or 
black 1601. 


The finest industrial sole 

made today. Stout cord and 

DuPont Neoprene are com- 

uce a sole that 

se, gasoline, 

caustics, acids, heat and is 
NON-SLIPPING. 


GRO 
CORK 


SOLES 


Tough natural rubber im- 
Pee Ligne with genuine - 
cork slipping: water- 
proof; on ng _won't 
pick up meta 5 bes 
wearing. Ideal. nibs: ch 
dren’s shoes and for —s 
who work out-of-doors. 


RAW-CORD 


The best known name, and 
the finest competitively 
priced cord construction 
sole. Affords good wear 
and all-weather protection. 
Style 3052, brown (non- 
marking) or black 3051 is 
shown. 


Exclusive manufacturers of 

official Boy Scout soles for KING “4B 

the United States and Canada. Sportsmen of all kinds 
really go for shoes with 
these soles. Center section 
of sole and heel has genu- 
ine cord-on-end construc- 
tion, is non-marking, won't 
slip, and really wears. The 
sole edge is smooth. 


GRO-CORD RUBBER CO. 


LIMA, OHIO 


Canadien Piant: 
GRO-CORD RUBBER CO. of CANADA, LTD. 
Tillsonburg, Ontario 
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ND _ gives you an unusual ‘extra’ to sell... 
Shoe 


+ 





Yeccriduc ...pre-flexed...needs no breaking-in! =| 


To get the top grade men’s shoe business . . . and hold it, you must have ; 
style, quality, fine shoe making. .and more. You need something extra, 
a plus value. and you have it in Rand’s FREEMATIC construction! 
Built around an extraordinary multiple-insole, this shoe walks with the 
foot ...cushions it. . cradles it with every step. It’s Pre-flexed to natural 
foot action, needs no breaking-in. The difference is apparent the minute 
your customer puts them on! The Rand shoemakers have combined 
choice, prime leathers, exacting craftsmanship and FREEMATIC con- 
Struction to give you a shoe that customers will ask for...again and 
again. When you sell Rand FREEMATICS you're building a steady, 
profitable repeat business! Interested? Write today, get the facts on how 
you can sell this unusual line of men’s shoes in your store! Roberts, 
Johnson & Rand Division, International Shoe Company, St. Louis 3, Mo. 





See 


Flexible leather covering 


SSeS PRL PRL LE I  e 










Cork cushion 







Foundation leather insole 


Duck reinforcement 


Rand 
Freematic Insole 


CB PLHEBR EMS OS 


5 MRR RNa RARER, G15 5 SH SN 


Prccmédlc construction builds real repeat business! 


The RAND. shoes dependable FILL-IN SERVICE again available! 
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FROM OUR RASP AND 
FILE COMES 
TOP-NOTCH STYLE 








Salesman ” 
















“geen 

Will a shoe fit? Will a style move? How’s the market 

for this and that—north, south, east and west? 

When manufacturers ask these and other basic last and 
footwear questions of the men of the Empire Branch they get 

a sound and helpful answer. 

A happy combination of field, factory and desk men, their 
styling is imaginative, their experience is solid and their sources 
of information are extensive and reliable. Whether the 
order involves a single pair of lasts or a large run of 


sizes, these men stand ready to meet your demands. 





UNITED LAST COMPANY 


BOSTON, MASSACHUSETTS 
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ota ito feow SKQOTERS.... 


So casual...so popular...so right. 
You ll want a couple of pairs to go steady 


with your school and after-school wardrobe 


*about 6.95 ftabout 7.95 about 8.95 


ty 


SKQOTERS | 


manufacturers of SKOOTERS and SUNRAY casual footwear 
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make a hit with millions of misses... 


WA 


tie in with SKOOTERS promotion! 








e 














al 
™* 
Five million misses will be looking for the 10 SKOOTERS 
seventeen ad advertised in the Back-To-School August issue of 
Seventeen Magazine. We're directing them to your store! 
a, 
™ 
A full page reproduction of this ad mounted on an 
counter cards attractive Seventeen easel is available FREE for your use. 
Z 
ie 
ail mats “As advertised in Seventeen’’ ad mats are available 
FREE so you can tell your community ‘‘where to buy." 
i 
= 


All these promotional aids plus the magic ‘‘sell'’ of 
California, the style, quality, 


plus + it, and fast delivery of a 
Pt nine —s = AG. a 
< 7 SKQOTERS 


to have one of our regional salesmen contact you, write: 








VOGUE SHOE, Inc. 
3616 SOUTH SAN PEDRO ST., LOS ANGELES 11 





manufacturers of SKOOTERS and SUNRAY casual footwear 
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..- AMERICA’S 6c’Z SHOE FORM 





3 HEEL HEIGHTS 


TEPC GN RTS ES. 


3 COLORS Right 
NEUTRAL FLESH E 


spon COLORS 
WHITE PEARL é 


Right 
HEEL 
HEIGHTS 


MEDIUM 





Because they’re so right in every way, Universal Forms are selling 
faster than any other shoe form in America. Our streamlined factory 


.2.-AT THE Acgh? PRICE l- 25 


setup is working full time to keep abreast of this growing demand and Packed 24 pairs to the case. 
to assure IMMEDIATE DELIVERY for Universal Forms. Bring more color, ae gpepeters ga 
more style to your displays, emphasis the true quality and fit of your — STetted ety 


shoes with Universal, America’s best shoe form. 


AND NOW A FORM FOR 74c20cs SHOES 


Same features that have made Universal 1 .0 0 


America’s number one Shoe Form, make 
new Universal Children’s Form your first 


choice for displaying juvenile shoes. 
—_ FLESH ONLY. When order. 


gee seein 





Improved manufacturing facilities assure IMMEDIATE delivery. 


és UNIVERS A FORM CORPORATION 






NEW YORK NEW YOR <x 
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i OMUELG 
EXTRA PROFITS 
from 
BACK-] 













eG / 


In August and early September, you can 
“double up” on sales and profits by 
pushing the LaCrosse SHUR-STOP top grade basketball shoe — because 
you can move it profitably in the medium class price. BUT, to have the 


Shur-Stop (and the other LaCrosse canvas shoes) on hand for this market, 





you'll want to order NOW. 


Extra thick molded sole demanded by coaches 
and players; with exclusive LaCrosse design for 
cushioning sudden jolting stops on smooth floors 

. sponge Action Arch ... full cushion insole . .. 
extra heavy reinforced duck uppers .. . heavy, 
reinforced toe cap and bumper toe guard. Black or 
white duck in men’s sizes, black only in boys’ sizes. 


oS. 8 2 8 @ ee @ * © @ e ee - 2 . os 


LaCrosse gives you top quality canvas shoes which 
sell at prices people will pay today, and you still 
maintain a profitable volume, 


qu? aN, 
$ % 
LA CROSSE RUBBER MILLS COMPANY =; 4% Tn <a 
LA CROSSE, WISCONSIN * Ms () woliky Come 5 TUL 


¢ 
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Ze] oft] felt ys NORZON fabric 





America’s most promoted shoe fabric because it’s America’s best seller ! 








MACY'S miracle oxford in Norzon 


Revolutionary fabric that looks like Summer suede 


A 
j 


NORZON advertising gets 
electrifying results. Give the 
customer the styling she 
wants — at the price she 
wants to pay — and let her 
know. she’s getting genuine 
NORZON fabric. Then watch 
sales figures ZOOM! 

Start planning your own prof- 
itable NORZON promotion ... 


begin by writing at once for 


a SALE > 264 


Suaat cosets epee 0 STATES. NAWAR GLASEA. Am Cua 
=avt werrtes TO macTs 

aay did so many people rush to i Macy's eaieaih oxford? 
one of New York's greatest playshor values! It's fashioned 
a vheehstirerreny long-wearing Norzon.+ Macy. Bureau of 
says, “It's the most durable surface of any sucded 
material we've ever tested regardless of whether it was a sucded 
fabric or a sucde leather.” Ger oxford is lightweight, Mexible. 
The moc-type vamp is hand-laced, the composition sole sturdy 
and long-wearing. Choose from 7 colers shown. Half sizes 4-10, 
medium. State regular shoe size, width. Playshoe Centre, 6th Fi 















latest Fall color samples. 










ssn iii sia ibaa ls 
ere coated pe tetres Domr@ered seceeely by Pompe Premer Corp Baron 
ALSO AT MACY’S-WHITE PLAINS, 
= sl oa 
SS ee coer JAMAICA, PARKCHESTER, AND FLATBUSH 





® MACT'S 6% CASH POLICY: ISAST A ts SAVING FOR CASH, CEPT ON PRICED-FIXED MERCHANDISE " 














¢ 

This is the 9 
identification 
tag now packed 
with every pair 
of shoes fash- 
ioned in genuine NORZON 
fabric. If there's no tag, 
\e the shoe fabric is not 
\e NORZON. So be on the 
x look-out for this tag! Your 

y customer is! 


2 se 
Rae e grr 


NORZON is the registered trade mark of Behr-Manning 
Corporation for its electrocoated pile fabrics 







NORZON fabric is 
> distributed solely by 


HILLIPS-PREMIER CORPORATION 


a ae pe 
Nedional Disbuibule i FO ot (Yromuniwnd Manufacturers 
186 SOUTH STREET, BOSTON 11, MASSACHUSETTS - HAncock 6-3350 
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New! — brand new! —two-eyelet ties of supple, hand- 


stained calf; glove leather lined throughout — and with the famous built-in Arch Preserver comfort 


fst Sets ay 
construction. For spring — fe c Men as , a a5 Lhey ‘ 00k Vd 






IN STOCK 
for immediate delivery 
#240 the DREXEL. 
This style is featured 
in Holiday & Time 


magazines this 


summer. 


% 
. 
%, 
aeee® 


te 
"Reedebcsnninnatennenee™™ - 





E. T. WRIGHT & COMPANY, INC., ROCKLAND, MASSACHUSETTS 
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| A LEATHER BY 






SHOES STYLED BY 


WEYENBERG 


Genuine Shell Cordovan, rich, deep-toned and long wearing 


in smooth aniline finish for shoes and specialties. Shark 


embossed, too, for rugged tipping on children’s shoes. 


J. GREENEBAUM TANNING COMPANY 


FOUR TANNERIES IN CHICAGO AND MILWAUKEE 
Moin, Office: 3057 N. Rockwell St, Chicago. Eastern Office: 129 South St, Boston. Cable Address “Greentree” 
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Our good reasons why 
more women this fall will be 
even more sold on... 








TO RETAIL 


TE0§ 2 


A FEW STYLES SLIGHTLY HIGHER 





NATURAL BRIDGE 
CASUALS 
Ah 
Advertised in O: G9 
VOCUE 
MADEMOISELLE 


GOOD HOUSEKEEPING 
Natural Budge Shoemakers . Division of Craddock-Tony Shoe Corporation, Lynchbeng, Virginia 
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{.. ¥ of Pure Latex Footweor™ 


So-Lo MARX RUBBER COMPANY 
Loveland, Ohio 


AIR MAIL SPECIAL DELIVERY 


GANCINMAN PHONE, 
ORCHARD C7 
LOVELANO 2871 
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100 E. i2nd Street 
New York, H.Y. 


Attention: Mr. E. B. Terhune, Jr. 

Dear Mr. Terhune: 

SHOE MEN KNOW KHAT'S BOT! 

ad in last issue is bringing amazing response. In first few 

days we have over $1100 in direct first orders - 16 new accounts - 
not counting the orders which jobbers received. 


Practically everybody at the PPSSA who stopped in our booth said, 
“We saw your advertising: 


Our ad agency is sending you additional space orders - bless your 
hearts ! 
Cordially yours, 


Merx = 
sident 
PLAY-“totes”— Beach Shoes for Safe Berefect Fun 


BOOT-“totes”— Light weight Boots—eesy te put on 
—beceuse they s-t-+1-e-t-+-h 


JJMsge Joe 








98" 
FOUOS 60.2 screens ws 














*Pius 5000 Miscellaneous Subscribers, Shoe 





Manutacturers, their Salesmen, Tanners, 
Wholesalérs and others whose business it 


com LSS 











is to make and distribute Shoes. 
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faster 
furnover 


a 
fit the eye of the young man as well as his foot. K 4 
vi \¢ : 


yy 7 a 


@ For selling's sake, Fortunes are designed to > 


And every style in the Fortune line is & 
-3 —_ 
’ 


, 


offered at an across the board figure to -— “i 


retail at $8.95, the popular price young men 

Vin 
like to pay. Because Fortunes are styled and priced 
for the young men's market, the most prof- 
itable shoe market of all, Fortune dealers hold the 
key to rapid turnover. The Fortune line gives 
dealers other distinct and important advantages 


both fashionwise and in point of volume. Fortune 


” backs dealers with powerful national advertising 


in Collier's and makes available displays and point 

of.sale aids to help dealers promote and merchandise 
their Fortune styles. All of these advantages 

add up for selling Fortunes faster and for bringin 
ortune dealers an increased rate of turnover 

mith less capital invested. For complete 

information on how to increase your 


rate of turnover, write: 


SHOES FOR MEN 


RICHLAND-DAVIDSON SHOE co: Be NASHVILLE-TENN: 


DIVISION GENERAL SHOE CORPORATION 


t 


"1924 ¢ Our First Quarter Century of Progress « 1949” 








An elastic varn manufactured by 


UNITED 


pr ATES 





RUBBER 




















é 
in leading shoe centers reveal 
more styles made with Lastex in more 
lines (eight times as many in one 
major line). Here is significant support 
for the prediction of an 
authoritative trade journal: 
oe s — 
this will be 
_ - 
the biggest vear 
for 
‘ 
elasticized shoes 
es oe 
since the war” 
Reg. U.S. Pat. Or. 
... the miracle varn that makes things fit 
COMPANY «+ 1230 Avenue of the Americas, New York 20, N.Y. 
& 








k 
& 
‘ 
¢ 
i 
& 


sno 


*An exclusive design protected by Patent 
+ 138,797 issued September 12, 1944. 








FEATURED IN 
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“RED CROSS SHOES 
By 
THE UNITED STATES SHOE CORP. 
CINCINNATI, OHIO 


THs OHIO LEAT HES COMPAN Y 
GIRARD OHIO 
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AERC 


helps SELL SHOES ty 


giving comfort to wearers 


Of course, styling is important—but so is comfort—and the com- 
bination of comfort with style is the quickest and easiest way to 
satisfy your customers and bring them back for other shoes 


platform felt 
















That is why shoes made with OZITE Platform Felt sell more 
easily—give greater pleasure—and secure repeat business. 


OZITE Cushions the Foot—Gives a springy feeling to walking 
that delights wearers and reduces fatigue. It is light in weight and 
eases every step. \ 


Allows the Foot to Breathe— Keeps feet cool and comfortable 
at all times. Millions of tiny air cells permit free circulation 
of air to reduce perspiration and burning, and provide greater 
wearing pleasure. 


insulates the Foot — Protects against both heat and cold. It 
is a most efficient insulator against all weathers and temperatures. 


For Sales Volume look to shoes made with OZITE Platform Felt 
Write for Complete Vnformation 
AMERICAN HAIR & FELT COMPANY 


DEPT. F-96 MERCHANDISE MART, CHICAGO 54, ILLINOIS 
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HERE'S zZe 
LINE OF 
SPORT SHOES FOR 





‘BACK TO SCHOOL AND 


COLLEGE PROMOTION 





Famous built-in quality fea- 
tu — 20 fast-selling s styles, 
= ir” =. Go odyear welts 

—_ ed flex cible 


Golo OF DUNMORE © Division of Golo Footwear Corp. 





v FACTORY: Go 5: Park: Dunmore: Pd. SALES OFFICE: 129 Dua e St. 1.7, 19. 


= 
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Shoes: sell easie 







































—=with soles- by 
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More sole satisfaction in 





eA taer*nea, 










Wear, Comfort and Style! 








Yes, shoes do sell easier 








with Soles by Rajah. 


a ah SOLE S | Fine Soles for Fine Shoes 


wu S. PAT. OFF. 








ALFRED i a, an a RUBBER COMPANY NORTH QUINCY 71 MAS S 





























Set your Fall selling sights on 
Miracle-Tread and see for yourself 
“what goes”. Style... quality... 
value — all wrapped up into a neat 
bundle, and at prices your customers 
can afford to pay. So choose the 
line with §.A.* and give your- 
self a pleasant surprise # 


* Sales-A ppeal 


TO RETAIL PROFITABLY 


CIE oa IS 








_MIRACLE-TREAD DIVISION 


June 15, 1949 














Trim styleful tailored welt shoes retain 
their smart appearance when lightweight Empire 


Kips are used. This supple carefully-selected 
leather adds to the sales features of 
a shoe. li is an attractive durable 


Zp leather for serviceable footwear. 
: A | Empire Kips are offered in 
gf an array of attractive colors 
that meet all requirements. 





AMERICAN HIDE and LEATHER COMPANY, Boston 
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Style =235—Cherry- 
tone Antique Lace 





WINNING RECORD REPEAT TRAFFIC 


IN THE NATION’S LARGEST. iedieaciaaanet 
SMARTEST STORES. es. fasten, 


B 7-12; C 6-12; D 5-12 


32 Winners In-Stock.... All of them youthfully styled 
— ranging from that touch of finesse in year-around 
custom favorites to the hottest Youth-Sty le Sensations 
.... every shoe a profitable retailer at $8.95. 











Our representative will gladly show you 
the complete Jelco line. We shall be 
happy to send you our new Fall-Winter 


In-Stock Catalog. 
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FASHION WISE FALL AND WINTER THEME 


AMALGAMATED 


-— ON TONE, dominant fashion theme én ready-to-wear gains added 
impetus for Fall and Winter in Town and Casual combination clothes. It’s 
“rightness” and “brightness” in Jersey dresses, voluminous Polo coats, best 
in light or nude shades. What could be better to complement these clothes 
than lots of color afoot — bright colors in Tone on Tone Combinations. 


TONE ON TONE means combining two or more shades of a color, for 
example, Promenade #971, Cognac #953 and Palomino Blonde #945. 
A combination using wine may sell an extra pair of shoes when an all 
wine shoe Won't sell. Use a second color like navy with it enabling your 
customer to wear it with a wine dress or with all her navy dresses too. - 
You'll be amazed at the versatility of Tone on Tone in Amalgamated 
Coordinated Colors, available in Charmooz, Glazed Kid and Genuine 
Reptiles. Color charts are available on request. 


AMALGAMATED 
LEATHER COMPANIES, INC. WILMINGTON 99, DELAWARE 
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This trademark | Axe in the shoes you buy 


ia the shoes you sell 











It's worth looking into the shoes you buy 


for the Onco name. For Onco “Insole-ated” 








gives shoes the kind of flexibility and 
cushion comfort that makes selling easier 
—and then brings customers back for more. 


Outstanding uniformity and durability are added 





reasons why Onco Insoles have been the standard 
of quality for 21 years. ..reasons why 


they'll help you build a better shoe business. 


You stand to gain— 





when you specify 


Once * 





BROWN COMPANY, 500 Fifth Avenue, New York 18, N.Y. 
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Insure more sales. more profits ... 





© Bright, cheerful. inviting windows always direct traffic inside. That's 
why good windows are volume and profit builders. Every season. Jarman 
makes available to dealers a complete set of sparkling new. professionally 
designed panels to serve as appealing backgrounds for dramatic. traffic- 
stopping window trims. Jarman. top advertiser in the shoe industry. 
designed the five panels. pictured at the left. to tie in with powerful 
advertising and promotions for fall . . . to increase the volume and profits 


of Jarman dealers. Expensive? Not at all! Why. for only 19 cents a day 





a dealer can have fresh. new window trims all season long. For full 


od Jarman ry 
ee 


information on Jarman’s plan for increasing sales and profits, write: 


nmeeacrtme Dee Strmsiigths Gucci Las 
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JARMAN SHOE COMPANY, NASHVILLE, TENN. DIV. OF GENERAL SHOE CORPORATION 
1924 ¢ Our First Quarter Century of Progress « 1949 
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—I know a man, head of a fairly sizable business, 
who boasts of the fact that he hasn’t had a vaca- 
tion in fifteen years. 


—*“Can’t afford the time.” says he, “and further- 
more I want to keep the reins in my own hands.” 


aat's —Result is. his whole organization has a chronic 


case of the jitters. 
arman 


—Poise—and there is such a thing as commer- 


ally © cial poise—is conspicuous by its absence in his 
: office. 
fic- ; 
—And. worst of all. he has no one on his staff 
is capable of “holding the reins” during his ab- 
; sence. 


i —Another friend takes his vacation regularly, and 


insists that every member of his staff have a 


‘ofits good, wholesome vacation at least once a year. 


Sa day —T need it,” says he, “and they need it quite 
as much as I do.” 


ull 


—Result is his entire organization is constantly 
“in balance.” 


—His company is showing healthy gains, while the 
other house has been slowly slipping for five 
years. 


—And best of all, he has loyal men, trained to au- 
thority, who are capable of “holding the reins” 
while he is away. 


—An organization that cannot relax at the proper 
time isn’t in fit mental or physical condition to 
take up the march when the “Advance” signal 


is given. 
ON 
o W i ey 
i President 
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WITHOUT = SQ 
JUMPING-JAGKS” 


SAY DEALERS FROM 
COAST TO COAST... 


For getting “NEW CUSTOMERS” 
...and keeping them... Jumping-Jacks 
are without equal. Every pair sold 
brings new business... 
children love ‘em... 
mothers and doctors 


recommend ‘em. 


WINES 


vine ee END ese 
FLEXIBLE p65 FOR Wang WEAR 
———— a ae 


VAISEY-BRISTOL SHOE COMPANY, INC. 
ROCHESTER 3, NEW YORK 


SKOWHEGAN, MAINE 


MONETT, MISSOURI 


53 








7 Oe oe ae 
want action 2~ 
score one of your best seasons 
by promoting + 


wowex’s, Shoes made of 
NEUMANN’S FOOTBALL LEATHER 






CHILDREN’ 








R. NEUMANN & CO. 
fie EL ee 


HOBOKEN N. J. 
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Reports reaching Government experts confirm earlier forecasts that the 
buying trend is definitely toward lower priced lines. Manufacturers who 
exhibited at recent shows are reporting that shoe buyers have curtailed their 
purchases of higher priced footwear and increased their purchases of the types 
that are accounting for greater sales volume. Buyers report that consumers are 
not particularly looking for "cheap" shoes, but are interested in better values 
at lower prices, emphasizing the long-term consumer demand for quality footwear 
in the medium price brackets. It is anticipated that the trend toward lower 
priced footwear will be even more clearly indicated when statistics showing the 
average price of shoe shipments for the months of June, July, and August are 
available. 
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While factory output of shoes in the Philippines continues to rise, 
there is still an excellent market for imports from the United States, according 
to a report from the American Embassy in Manila. 

Shoe production in the Philippines during 1948 is estimated at 
2,900,000 pairs, as compared with 2,180,000 pairs during 1946 and between 
1,750,000 and 2,000,000 pairs in 1940. The 1948 output was all consumed in the 
Philippines. Imports last year amounted to about 1,000,000 pairs, nearly all 
from the United States. 

While the imposition of import controls on January 1 is expected to 
limit imports to roughly 75 per cent of the 1948 total, United States shoes will 
probably continue to dominate the high quality market. The Embassy reports that 
there are no Signs at present that other foreign competition is likely to capture 
any substantial portion of the authorized imports. 


United States shoes are almost invariably considered superior to the 
domestic product, and Philippine manufacturers have made little attempt to 
compete in the high quality market. A few Chinese lower priced shoes are 
imported, but a high rate of duty has prevented them from becoming highly com- 
petitive. The Canadian-made Bata shoes gained a strong foothold in the Philip-— 
oe market immediately after the war, but sales have been falling off since 

47. 



































The Philippine shoe trade is almost unanimous in saying that as many 
United States shoes will be sold as can be imported under the restrictions 
imposed by export control. 

The long range market for leather shoes in the Philippines is also 
considered good. It is estimated that about 15 per cent of the present popula- 
tion of over 19,000,000 wear leather shoes. This compares with 10 per cent of 
the 1928 population of 12,500,000. With local production of 2,500,000 pairs in 
1948 and imports of 1,000,000 pairs, it can be readily seen that per capita 
purchases were only about 1.2 pairs per person. Barring a serious depression, 
the proportion of the population wearing leather shoes is expected to continue 
to rise. The over-all population will continue to rise at a rapid rate, and is 
expected to reach 50,000,000 by the year 2000. 

Prior to the war, the Philippine shoe industry was still in the 
process of being organized on a factory basis. Less than half the output was 
factory-made, but the degree of mechanization was increasing. The industry was 
dealt a severe setback by the war. Of the three large factories, one was 
totally destroyed and the others badly damaged. There has been no attempt at 
rebuilding the totally destroyed factory, but the other two have received much 
new machinery and are now in partial production. The use of machines is 
increasing among the smaller producers. [TURN TO PAGE 96, PLEASE] 
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SHOES FOR CHILDREN 
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You profit from the better than average markup 
plus the increased volume of repeat sales .. . 

and your customers profit because this price permits 
and justifies the use of top grade materials, 


brisk new styling, top workmanship and know how. 
Have you heard the Mode Art story lately? 


There’s more of it than previously. A card 


will bring your salesman a runnin’. 


MOULTON-BARTLEY, INC. 
710 North 12th Street St. Lovis 1, Mo. 
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MARK A. EDISON of Edison 
Brothers Stores, Inc.. St. Louis. 
Mo.. co-chairman of the Industry 
Committee of the Popular Price 
Shoe Show, prefaced the presenta- 
tion of “Fall Footlights” with: 
“Unit sales of popular priced 
shoes are on the increase. The hign 
level of employment shows no in- 
dication of diminishing and expend- 
able income has dropped very little 
from the peak level. Public savings 
are still estimated at more than one 
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hundred and sixty billion dollars 
and with the easing up of living 
costs, footwear and other soft goods 
can reasonably expect to attract a 
larger share of the consumer budg- 
et. With these economic factors as 
a foundation and in view of the gen- 
erally favorable sales experience of 
shoe retailers thus far in 1949, there 
should be no reason why we, in the 
shoe industry, cannot plan with 
confidence for the remainder of the 
vear.” 
= * * 

GORDON EVANS. manager of 
Lewis & Reilly, Inc.. Scranton, Pa.. 
says: 


“Business is running about the 
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same as last year but expenses con- 
tinue to rise. That means that re- 
tailers must operate as efficiently as 
possible if they are to safeguard 
profits. Inventories must be con- 
trolled carefully. We must watch 
the style picture and buy cautiously. 
People talk about promoting styles, 
but customers continue to buy what 
they want rather than what we 
might like to sell them. 

“I doubt that we can make men 
much more style-conscious than 
they are. How many men do you 
see wearing suede shoe: in Scran- 
ton? They may buy them in other 
cities but not here. Men are con- 
servative. They generally buy shoes 
because they need them, instead of 
being influenced by new styles. 

“In women’s shoes. of course. 
style ranks first. But that doesn’t 
mean that we can sell any style 
which is supposed to be popular. 

“Manufacturers should realize 
that retailers cannot take all the 
risks and losses. The factories ex- 
pect stores to operate on a 40 per 
cent markup and to absorb all 
markdowns. In addition, they 
would like to write big orders for 
six months in advance. Under pres- 
ent conditions. we are buying only 
three months ahead.” 

* * * 
P. MATTEUCCI, manager of the 
Paris Shoe Store, Albuquerque, 
N. M.. continues to hold the same 


clientele his father established over 
forty years ago. He says: 

“This year were feeling our way 
with a suddenly ‘price conscious’ 
public. Our customer wants the 
same good-looking, well-made dress 
shoe she bought from us last year 
but she wants it for much less than 
the price range we must maintain. 
She’s having the same difficult time 
we all are in adjusting from condi- 
tions of the war years, when there 
was more money. and the post-war 





<a 





period of better things, as well as 
more money. She wants those ‘bet- 
ter things’ still, even though she 
hasn't as much money to buy them 
with. 

“We are treading lightly, waiting 
to see what the wholesaler may be 
able to do to help us retain our 
price structure. Our reputation has 
been built up through the years with 
prestige goods. Our customers. who 
very often are the children or grand- 
children of the store’s first cus- 
tomers, expect ready and _ willing 
adjustments when necessary, the 
best possible materials and work- 
manship in the shoes they buy from 
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us, and the most trustworthy styles. 
To maintain the reputation we have 
through the entire Southwest, we 
must hold to our price structure as 
long as we can. 

“We are doing that now by pro- 
moting the most unusual, as well as 
the most beautiful shoes we can 
find. Our promotion is based on 
the fact that the customer already 
has the usual, the black or white 
shoe. We must give her something 
she doesn’t have and something she 
isn't likely to find in any nearby 
vicinity.” 


CRAWFORD H. GREENEWALT, 
president of E. I. duPont de Ne- 
mours and Company, Inc., in an 
address to duPont employees and 
business leaders, said: ““The Ameri- 
can people created for themselves 
last year nearly twice as much in 
real wealth as they did 25 years 
ago.” In reviewing how far Amer- 
ica has come since 1924, he con- 
tinued: 

“In that year, the average Ameri- 
can employee in manufacturing in- 
dustry earned in the neighborhood 
of $26 weekly, that is 541% cents an 
hour for a 48-hour week. Today, 
the same employee earns about $55 
a week, or $1.38 an hour for the 
40-hour week now prevailing. That, 
when it comes to the family pocket- 
book, is an important measure of 
progress, and the additional leisure 
time from a shorter work week has 
contributed to a happier existence 
for everyone. 

“But dollars may be unreliable 
measures of facts and conditions be- 
cause dollars, themselves, vary in 
value. It is only when we see what 
the average industrial employee can 
buy for this money that our com- 
parison becomes real. If we com- 
pare 1924 with the present in terms 
of the only significant coin—pur- 
chasing power—we find that the in- 


60 


dustrial employee today needs to 
work on the average, only a little 
over half as long as in 1924 to buy 
the same amount of goods. 

“The nation’s ‘stockpile of pro- 
ductive tools,’ which produces this 
real wealth, has been built by the 
readiness of the people to save, and 
invest in the nation’s enterprises. 
We have made our progress only 
because we have been willing in- 
dividually, and collectively, to in- 
vest more and more money in pro- 
viding these tools of production. 
Since 1924 the investment in Amer- 
ican industry has nearly doubled. 
But back of that willingness to 
save, to invest, to risk those savings 
in industrial ventures is the hope of 
profit. Remove that profit motive 
and we destroy all hope of future 
prosperity.” 


* * * 


HARRY W. CHUBB of the Chubb 


Shoe Store, Owego. New York, says: 
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“Judging by what our customers 
want, I think there must be a con- 
siderable market for conservative, 
year-round styles of women’s shoes 
in the six to eight dollar price 
range. Women here are buying 
plenty of pumps and straps. They 
want shoes that can be put on with- 
out any fuss or bother. Casuals are 
also big sellers. 

“You might say there are too 
many styles being made now. From 
our point of view, there are, but not 
the right ones. We have difficulty 
getting enough widths in inexpen- 
sive shoes. The success of casuals 
leads me to wonder why some man- 
ufacturers don’t attack the problem 
of inexpensive shoes of conservative 
design and turn out shoes that will 
compete with casuals in price and 
attractiveness. There is no doubt 
but what it could be done and I be- 
lieve there would be a good market 
for them.” 
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SCHOOL 


and CAMPUS 


Autumn trends in youthful fashions and ty pes 
of shoes that you'll be selling, come Septem- 
ber. Photo shows group of Brown University 
men and Pembroke girls, the latter engaged 
in the campus fad of knitting wool socks in 
fraternity colors, monogramming them with 
Greek letters, for their best boy friends. 


























Saddles and Norwegian Moccasins, Both Time- § 
Honored Favorites, as Well as Ballets, Continue { 
to Lead Other Campus Types in All Parts of the | 
Country in All Kinds of Colleges and Univer- — 
sities. To Some Girls, However, Other Styles © 
Appeal. Don’t Forget These Customers When 
You Promote Back-to-Campus Shoes. 


by ELEANOR M. RUTTY 








Comfort is the main thing on most tvomen’s college 
campuses, as witness these very informal costumes. 








Smart strap pattern on 
natural crepe rubber sole. 
American Girl 





Smart young casual 
shoe to wear with 
country woolens. Fash 
ion Craft pattern by 
“ Craddock-Terry. 













Fine strap detailing feminine note 
in bootie for slacks and dungarees. 
Open Road by Vitality 
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THERE are 1,728 institutions of higher learning in this 
country. Of these, 269 are women’s colleges and 1,251 
co-educational. That is a market, as I do not need to 
remind you, worth pleasing. While figures showing the 
exact number of young women attending all these col- 
leges and universities are not obtainable, we know that 
it totals many thousands. In order to ascertain the trends 
in shoe styles, as well as ready-to-wear, at these colleges, 
RECORDER correspondents have been surveying a cross- 
section to find out what the girls in Midwestern and Far 
Western co-educational universities and Eastern women’s 
colleges like in off and on-campus styles. 

“Saddle first and loafer second,” comes the report 
from one large Midwestern university. In some reports the 
reverse order is given. Third choice for campus wear is 
the flat, sometimes a wedge heel casual shoe; sometimes 
a semi-dressy flat. Clothes determine to a great extent 
whether saddles and Norwegian moccasins or the third 
group are worn. Obviously, it is the girl who is wearing 
suits or dresses, rather than more informal clothes, who 
chooses the more formal shoe. even for campus wear. 






Good for on-and-off cam- 
pus wear, double-strap 
open toe sling on 10/8 
wedge heel. Prima Donna 


by Prima. 






Honey color plug and 
scalloped tongue in buffed 
leather contrasting with 
tan smooth leather of rest 
of shoe. Natural color 
crepe sole.Classic Modern 
by Huiskamp. 
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The casual sweater and skirt costume usually takes the 
saddle or loafer type. Leather soles are preferred on the 
latter; rubber and crepe rubber on saddles, “with crepe 
rubber increasing rapidly in popularity.” according to a 
report from the Midwest. The girls did not want wedges 

[TURN TO PAGE 94, PLEASE] 


Ghillie tie in warm 
cordovan tone, con- 
trasting with the 
four dark green 
loops. Saddle-mas- 
ter, Division of 
Daytimer Shoe Co. 


Sturdy four-eyelet 
tie with gold eye- 
lets and pinked 
storm welting. 
Golo of Dunmore. 


Three-eyelet genuine moccasin 
construction on new wider last, 
red rubber sole. G. H. Bass. 
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OFF-CAMPUS SHOES 













Increasingly popular among the 
vounger set, the instep strap tai- 
lored welt. Easi-Gait from Geo. E. 
Keith Co. 





LTTE 


Classic type with high - riding 
tongue, its pinked edge giving 
youthful swagger look to go with 
new tweeds. Arnold Authentics. 


Satin trimming, soft pretty treat- 
ment on perenially popular black 
suede opera pump. Florsheim. 








When dating includes square dancing or informal par- 
ties, soft low heel shoes and a gay peasant costume of 
felt are right. Costume, Marjorie W ebb, Laguna Beach. 
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Can Include 
Many Types 


Although Black Suede Opera Pumps Are First 
Choice. More Tailored Patterns Can Be Sold 
for the New Tweeds. Some Casual Shoes Also 
Belong with Fall and Winter Date Clothes. Novelty ankle strap and 


vamp trimming, style inter- 
est of this pretty date shoe. 
DeLiso Debs by Samuels. 


SINCE a “date” can mean anything from a soda at the 
corner drug store to a prom weekend at the best young 
man’s fraternity house, date shoes can cover a wide 
range of types. We show them here. everything from 
a young. pretty wedge heel casual to a very dressy black 
suede ankle strap. We have especially emphasized tail- 
ored and welt types, and more with built-up leather heels, 
because of the strong style trend to tweed suits and coats 
which are expected to influence the tastes of college, as 


well as older. women. Cowboy last and vamp stitch- 


In assembling reports from different parts of the ing new and interesting 

ae eee : P . treatment on welt pump with 

country, we find a striking agreement in taste, in date 16/6 lelinew eadior heat. 
shoes just as in best-selling campus styles. Black suede Grayflex by Gray Bros. 


opera pumps seem to be the first choice in all parts of 
the country. A Midwest report from a large co-educa- 
tional university lists the instep strap sandal second and 
the ankle strap third. From the Pacific Coast comes the 
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Alligator lizard pump on 
new last with 8/8 heel, smart 
young suit shoe. Cellini. 












For on-and-off campus 
wear with pretty plaids 
and corduroys. suede and 
calf casual shoe. Bag 
available to match. For- 
tunet. General Shoe Corp. 












Interesting use of specta- 
tor perforations on welt 
sole pump with built-up 
leather heel. Hill and 
Dale by Dixon-Bartlett. 
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Here’s the favored line-up, all safe, sane 
and incidentally very attractive shoes. The 
college story is a plain toe story, but with 
at least three variations on that theme. 


All shoes by FRANK BROTHERS. 


Sethig 3 


by JOHN REILLY 


Through the Ivy Covered Arches and Across the Time Honored 
Campuses of These Two Great Institutions W alk the Students 
Who Make University Fashions. Theiy Tastes in Footwear 
and Their Buying Habits Make an Interesting Study in 


“Classics” Merchandising and Elementary Economics. 

































WANT THEM CLASSI 






anp CONSERVATIVE 


STEEPED in an ancient and honorable academic tra- 
dition and apparently enjoying it thoroughly, the cam- 
puses at Yale and Princeton, in a quiet, conservative 
way, set the university and prep school fashions for the 
uation at large. Stronghold of dark flannel slacks and 
«dd jacket combination, students tread these campuses 
12 shoes which conform rigidly to an established fashion 
pattern. 

Slow to adopt the new and different, and certainly 
no guinea pig for the promotional, the average Yale 
and Princeton customer still remains an excellent pros- 
peci for at least three pairs of shoes a year and, oddly 
enough, he buys them from a well established over-all 
selection of six basic patterns. He buys his shoes im- 
mediately upon his arrival on the campus, and just be- 
fore leaving for one of his several vacations. He buys 
his shoes in campus shoe shops, nearly always run as 
departments within the clothing stores. These shops 
number a half-dozen on each campus and reflect dis- 
tinctly the character and tone of the clothing store with 
which each is associated. 

Shoe selling at Yale and Princeton is a unique and 
most interesting operation as described to me by M. 
Decker who, for the past 15 years, has run the Frank 
Brothers. Fifth Avenue Shoe Shops in the Fen Fein- 
stein clothing store at Yale and the Langrock Prince- 
ton campus shop. 

In addition to these campus operations, Decker makes 
several trips throughout the country to representative 
prep schools, among them Choate, Deerfield and Hotch- 
kiss. taking shoe measurements for subsequent delivery 
of accepted Yale and Princeton types to his young cli- 
entele. Prep school boys favor precisely the same cloth- 
ing styles as those worn at Yale and Princeton. There 
is growing evidence, too, that this feeling for university 
fashions has spread the country over. Some years ago 
most freshmen arriving at Yale and Princeton were 
pretty green in their dress, shoes being a particular 
“green” spot. In recent years, however, Decker says 
more and more boys are arriving dressed in the best 
campus tradition and wearing exactly the shoes and 
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M. DECKER 


Manager Frank Brothers, 


New Haven and Princeton 


materials considered right for campus wear. He points 
out that this shows a growing fashion understanding 
and appreciation by the smaller retailers the country 
over. They know what their customers will wear on 
the campus and are quite able to supply them with 
these correct shoes before they leave for college. 

Decker’s customers usually buy four pairs of shoes 
a year. The Frank Brothers operation is extremely high 
grade with shoes selling up to $35 a pair. Lasts change 
little from year to year and from season to season, al- 
though looking back, Decker has noted a decided trend 
toward rounded toes and fuller, freer and easier fitting 
types. He notes too that the boys’ feet are growing 
in size and in recent years more large sizes have been 
added to keep abreast of this change. 

Yale and Princeton’s most favored patterns are iden- 
tical and the line-up is a shoe man’s delight for sim- 
plicity. Decker apparently needs few promotional shoes, 
colors and patterns to maintain his volume. 

The loafer accounts for about 20 per cent of his over- 
all campus sales. Students want them classic, russet in 
color and they wear them very highly polished for 
practically all occasions. Decker feels that his trade 
would “go for” a similarly detailed loafer with a sub- 
stantial crepe sole. In the more conventional types, 

[TURN TO PAGE 95, PLEASE] 
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At NORTHWESTERN: 





They Want 
Them 
RUGGED 


Two Pair Average Is Selected from 
a Run of Eleven Styles; Heavy 
Brogues, Soled Crepes, 
Loafers and Ghillies Strongest. 


Stout 


Dick Rector, Navy veteran, and campus leader at North- 
western University, looks over selection of favored Fall 
styles of students on his campus. Dick, who starred in 
the campus musical production this Spring, discusses a 
washable smoked elk with Albert J. Alberts, manager of 
the shoe department in the Evanston branch of Lytton’s. 


HEAVY brogue types with thick crepe soles are expected 
to be the most popular Fall shoes with Northwestern 
University students. Loafers, washable elk, all-white 
buck, brogues with overweight soles, and perhaps one of 
the boot styles will make up the general shoe wardrobe 
along this campus on the shore of Lake Michigan. 

One of the leading retailers serving Northwestern and 
other college trade in the Chicago area is the shoe depart- 
ment of Henry C. Lytton Company, where John Spalo is 
head shoe buyer for tke firm’s downtown store and 
suburban branches. Mr. Spalo reports that 20 to 25 per 
cent of the college business will be concentrated on loaf- 
ers, a major portion on heavy brogue types (and the 
thicker the sole the better), with a few other scattered 
styles sold. “A pair of loafers and a pair of brogues, 
with crepe soles increasing in importance this Fall, will 
make up the average college man’s shoe wardrobe. They 
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by BERNICE DECKER 


like the brogues because they can wear them the year- 
round for everything—on campus and for dates. They 
don’t have anything known as a dress shoe. They buy 
both the grain and smooth leathers, but are not the least 
bit interested in the brushed leathers. Practically every- 
thing is in brown. They prefer the moccasin type and 
like rawhide lacing. They prefer the lace type oxford 
and do not like any of the buckle type shoes. They don’t 
want anything that fits too snugly.” 

Practically all of the shoe business in Lytton’s Evans- 
ton branch store is done with the high school and college 
trade. and therefore these types dominate the department 
stock here. Albert J. Alberts, who is the department 
manager, gets most of his ideas of what is wanted from 
the college boys themselves. Thus far, there has been 
very little local interest in any of the boot types, but 

[TURN TO PAGE 94, PLEASE] 
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MOCCASINS 
(iter 


Two patterns from E. E. Taylor Corp. 


The genuine or true moccasin, actually a 
full sock of leather between the foot and 
the outsole, has no peer for comfort, flexi- 
bility, weather resistance and downright 
foot health qualities. Yet it has only been 
in the last 15 years or so that the moccasin 
has really come into its own, perhaps only 
as the result of the sensational popularity 
of the so-called loafer or Norwegian slip- 
on. Besides building unprecedented volume 
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Left—Patterns left to right: Tremoc from 
G. H. Bass & Co., Sebago Moccasin Co. 
and Weejuns from G. H. Bass. 


Three patterns from Viner Brothers, Inc. 


BY far the most popular shoe on college 
and prep school campuses the country over. 
is the moccasin. Although it is sold in a 
dozen or more patterns. the old classic 
Norwegian moccasin slip-on leisure is the 
best accepted version, contributing a large 
percentage of the over-all volume in young 
men’s shoes. Despite the enormous popu- 
larity of this particular pattern and the 
tact that it has remained unchanged 
through the years, changes and develop- 
ments in other types of moccasins have been 
quite as rapid and numerous as they have 
been in shoes of other constructions. Most 
of them have improved the appearance and 
wearability of the shoe. 
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Answer the 


BY the middle of August, the procession should be well 
under way—the procession, that is, of children of all 
ages, with their parents or without, into your store in 
search of suitable shoes with which to start the school 
year. Will you be ready for them? Will you have a 
sufficient stock of the sizes and styles which they will be 
demanding? If you have, you can be sure of a tidy profit 
at the end of the season. 

We show on these pages a few of the types which will 
be in demand for this important occasion. There are 
many, however, which lack of space prohibited our 
showing. Here are some hints as to what you can expect 
to see in manufacturers’ lines for this coming school 
season. 


STYLES 
School Bell 


First of all, a preponderance of dark colors—black 
(mostly in suede) , brown (some suede; lots of elk; many 
polished dark wood tones), navy in both smooth polished 
leathers and in suedes. In addition, colors—red and 
some green. These darker shades will be wanted to 
harmonize with the darker cottons which will be worn 
for early days of school. Colorful suedes, to pick up 
tones in tweed coats, polished brown leathers, colors, 
combinations to blend with the returning camel coat. 

Strap types continue to hold their own, particularly 
tailored straps for the older girl and little dressy strap 
patterns for the youngster who is starting school. These 
include the basic one-strap as well as multiple straps in 
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Clockwise, starting lower 
left: The monk strap with 
a moccasin front, in red; 
Posner. Popular brown 
moccasin oxford with rub- 
ber and cord sole; Bruzer 
from Edwards. Alligator 
4 calf plug on a two-strap 
Re brown model; Child Life 
eS from Herbst. Brown suede 
two-strap on a crepe sole; 
Pied Piper. All-over 
brown two-strap in a sad- 


dle effect; Little Yankee. 


















































Clockwise. starting lower 
left: A zipper model on a 
crepe sole: Polly Debs 
from Roberts, Johnson & 
Rand. Brown suede bal 
on a crepe sole; Grinnell. 


d Voccasin strap patfern 
i with kick-off back; Pro- 
p tek-tiv from Curtis-Ste- 
i phens-Embry. Red 


strapped loafer with orna- 
mental fastening; Ameri- 
can Girl. 


There's Lots of Variety in the Shoes Which Manu- 
facturers Are Offering for Back-to-School Selling 


—Variety in Pattern and in Material, Sufficient to 





Attract Plenty of Customers to Your Store if You 


Have a Good Selection. 


by ANNE R. DAVID 


For the boys. Top row, 
left to right: Three-eyelet 
moccasin with a monk 
strap; Gerberich - Payne. 
Ghillie treatment and off- 
side stitching, rawhide 
lacing; Huth-James. Bot- 
tom row, left to right: 
Cowboy influence in a 
moccasin with strap and 
silver buckle, red rubber 
sole; Buster Brown. 
Straight tip, pinked and 
perforated, on a burgun- 
dy blucher with black 
stitching; Red Goose 
from Friedman-Shelby. 

















“HONESTY is the best policy” is the business theme 
which guides Manny Atlas of East Orange, New Jersey, 
who owns three “Teen Towners” shoe stores in New 
jersey. In his own business now for almost three years, 
Mr. Atlas has followed this policy with his customers, 
his help and his resources. He is alert to the importance 
of good service behind the fitting stool as well as be- 
fore it. This is reflected in his thinking that a dissatis- 
fied sales clerk can mean a dissatisfied customer. To in- 
sure that both are satisfied. he follows a definite pro- 
gram of service, education and training. 

“We make no compromise with quality in fitting or 
adjustments. We give a new pair when a pair is re- 
turned. no matter what the reason.” says Mr. Atlas 
whose East Orange, Passaic and Hackensack stores 
handle babies’, children’s, boys’, high school and col- 
lege shoes. A record of every fitting is made, and this 
is consulted during subsequent fitting processes. “It’s 
a simple policy with no tricks,” says Mr. Atlas. “The 
shoes must fit as is. We don’t use stretchers, insoles and 
the like in our stores.” The thorough manner in which 
fit is checked shows how carefully this policy is fol- 
lowed. An X-Ray machine is used. and a final check for 
fit is made by a special supervisor. 

Store operation is streamlined. because of specializa- 
tion in types of merchandise carried. It is “pre-mer- 
chandised” before it comes into the store. Mr. Atlas” 
contention is that this is an “age of specialization,” with 
specialization making merchandising easier for all con- 
cerned: the customer, who comes to know the stores 
for what they carry: the resources, who apprecate the 
because it makes it easier 
to merchandise: and the sales clerk. who can operate 


concentration of business. 


more efficiently. Mr. Atlas is faithful to his resources, 
and builds with them. 


The Teen Towners stores are simple, almost 
to the point of severity. The Hackensack store 
demonstrates how attractive and effective this 
simplicity can be. 


A Simple Policy of Honesty in Dealing with Salespeople. Customers and 


Resources Has Won an Unusual Reputation for the Teen Towners Shoe 


Stores in Three New Jersey Cities. 


Branded merchandise is considered an important part 
of the operation for several reasons. First. the branded 
item is quickly identified by the customer. Second. it 
carries the prestige of a manufacturer with a known 
reputation. Finally, the combination of the prestige of 
these two, the store and the manufacturer. makes for 
business building. 

To build the prestige of his stores, Mr. Atlas uses 


newspaper advertisements. and direct mail follow-ups 
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Interior of the East Orange store. Much of the beauty of these shops depends on the 


strategic use of color. 


















































A SERVICE 
BUSINESS 
PAYS OFF... 
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roe SHOE INDUSTRY 


.-.- AND THE 


FIGURES have a way of reducing ideas to actualities. 
To most people, business people at any rate, it’s no news 
that the birth rate has been climbing since the start of 
the war. It is news, however, when you examine the 
actual figures and see how much it has risen, and when 
you evaluate what this bumper crop of babies means in 
terms of your own business. 


Let’s take a look at the record. In 1939 the birth rate 


74 


was a modest 17.3 per thousand population: total num- 
ber of babies born was 2,265,000. In 1948 the rate was 
24.4 per thousand population, with 3,559,000 babies 
born. In the first two months of 1949, a total of 563,000 
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babies put in an appearance in these United States. 
Multiply that figure by six and you get an estimated 
3,378,000 to be born in the year 1949. Peak year for 
production of babies was 1947, when 3,730,000 made 
their entrance; birth rate for the year was at an all-time 
high—26.2. 

It’s easy to see how this expansion of population will 
affect, end is affecting, the demand for juvenile shoes. 
Consider the fact that those 3,730,000 babies born in 
1947 are now two years old—beginnifig to walk and to 
wear out shoes faster almost than we can supply them— 
and you'll see the direct connection between this grow- 
ing market and your own business. Estimates are that 
there will be big markets for children’s merchandise all 
through the 1950’s; that means continued good busi- 
ness in children’s shoe stores for at least another ten 
years. 

This situation, however, is not an undiluted boon to 
the shoe industry. We have always had at least two 
peak periods in the children’s shoe business each: year 
—pre-Easter and back-to-school—when it was not always 
possible for factories to supply in sufficient quantities 
the sizes and styles needed for these special selling pe- 
riods. This past Easter selling season was a case in 
point; juvenile shoe factories were swamped with orders 
for immediate delivery, and found it next to impossible 
to supply the needed shoes within the specified period. 
A leading manufacturer of juvenile shoes wrote us the 
following letter which defines the problem admirably 
and offers an attempt at solution: 

“The problem both the retailer and manufacturer 
should solve is how to cope with the two peak juvenile 
retail selling periods which we have every year. 

“From our point of view, it is impossible, or so we 
have found, to have enough of the right shoes in the 
right sizes and the right widths for these two periods 
at the right time. The reason that we cannot guess more 
accurately the retailer’s wants is because he will not take 
a part of the load and order shoes in advance for these 
two peak periods. 

“I am going to cite our own experience. Last Fall 
we had on the floor August 1 approximately 175,000 


pairs of finished shoes, plus a great many pairs of shoes 
in process which were put in stock when made. 

“To offset the above pairage, we had orders on August 
1 for approximately 60,000 pairs. Up to this time and 
for ten days in August, we were producing and putting 
in stock each day a larger number of shoes than we 
were receiving orders for. 

“We decided if business did not open up by August 
15, and I mean by opening that if it did not rain orders 
by then, we would close for a while awaiting events. 

“Just prior to the 15th orders started to come in. We 
were compelled to work a second shift in the stock and 
shipping departments, for practically all of these orders 
called for at once delivery. The shoes had to be in the 
stores by a week or ten days preceding school opening. 

“It was physically impossible to pull and ship orders 
as fast as they came in. A notice was sent to our sales- 
men that all orders must be taken on a two-week delivery 
basis until further notice. Now this was an unusual 
notice to send out at the height of a size-up season when 
we had plenty of shoes on the floor, but the orders could 
not be handled because they were so numerous and 
practically all of them covered several styles, but only 
a few pairs of each style. 

“This deluge of orders continued through September, 
and during the first two weeks of October we received 
orders for about three times as many shoes as we were 
producing. We continued to work a night shift in these 
two departments, and we worked on Saturday, Sunday 
and Labor Day. Still we were late and received many 
complaints from our customers because of the poor 
service we were giving. 

“We faced practically the same situation this Spring 
for pre-Easter selling. 

“Now during these two rush periods, we caught quite 
a little abuse from customers who had given us strict 
orders not to back-order. These ‘no back-order’ requests 
were sent to the shipping room, so naturally, when shoes 
were pulled for some of these orders and there were 
some short sizes, the order was sent to the office and 
billed and then went to the file. The customer, though, 
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Booming Baby Market 


Since 1939 the Birth Rate Has Gone Ahead by Leaps and Bounds—What 
Does This Mean in Terms of Your Own Retail Shoe Business, and How 
Can You Take Advantage of the Opportunities Which It Offers? 
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Sys COLLEGE 
ecamenen Nee PROMOTION: 


Wistonss* 


~— icago Style 


BACK-TO-SCHOOL and college promotions 
take over apparel and accessories sections in 
Chicago department stores and specialty shops 
during most of August and well into Septem- 
ber. Shoes. stressed as most important parts 
of the school wardrobe, come in for a good 
share of the limelight and promotional ac- 





tivity. 
A survey of the treatment given shoes dur- 








ing this season in a big city like Chicago re- 
veals that they are not only tied in with fashion 
shows and general promotions, but come in 
for a considerable amount of individual em- 
phasis. Chicago, located between two coasts 
and contributing students to both Eastern and 
Western schools as well as the many Mid- 
western institutions, has a large college trade. 
Appropriate local college atmosphere is pro- 
vided by the presence of two very large uni- 
versities, as well as a number of smaller 
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Shown at the left and below is a group 

of ads of back-to-college shoes which 

were featured last August by leading 
Chicago stores. 
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The Walker Cup, emblematic of 
National Amateur Golfing Honors 
between the top golfers in America 
and Great Britain, in annual com- 
petition. 





|... and the shill of a Walker Cup Champion 


MEAN CRAFTSMANSHIP AT Its BEST 





Rae apt: 


Superior character and tannage recommend MACKINAC to shoemakers 
intent on adding value to footwear adapted to more men’s budgets — 


well-groomed shoes, longer-lived, of greater serviceability. 


COMMEMORATING FIFTY YEARS OF BUSINESS LIFE IN 1949 








Wrinkle-Free Toe Linings 
AND NO QUESTION ABOUT IT! 








BUILD COMFORT AND SALES WITH *CELASTIC! WITH 


For over twenty years Celastic box toes have brought positive 


toe comfort to men, women and children. The assurance that ae \ 


> 


toe linings are permanently secure ...in one style or one hun- 


: aa 
dred . .. in one shoe or one million, is the Celastic contribution B ox TQ ES 


to toe comfort. Good will and consumer satisfaction accumu- UNITED SHOE MACHINERY 
lated by year after year of Celastic performance prove that it’s CORPORATION 
good business to provide your customers with the best. BOSTON, MASSACHUSETTS 


*CELASTIC”’ is a registered trade-mark of the Celastic Corporation 
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Youth Can Be Sold 


THE terms “merchant” and “retailer” are often used 
synonymously, but the distinction that sticks out in the 
minds of most people is probably concerned with the 
element of planning and intelligent. experienced man- 
agement implied in the word “merchant.” A merchant 
is more than a retailer and certainly more than a shop- 
keeper. He plans his operations on the basis of knowl- 
edge gained through experience and by recognized mer- 
chandising principles. He looks ahead and works ahead. 
While preoccupied with Summer promotions he is even 
now thinking of Fall and laying his plans in an orderly 
way so there will be no hesitation or confusion as to 
what shall be done when September rolls around. 

Very much cf the Fall activity in the average shoe 
store of today relates to the merchandising and promo- 
tion of juvenile footwear. of shoes for the teen-age group 
That is 
true not only of Fall. but of other seasons of the vear. 
particularly the Easter season. Reopening of school and 


or the young men and women of college age. 


college. however. serves to focus attention most promi- 
nently on youthful shoes and provides a natural promo- 
tion theme for merchandise of this category. And so the 
RECORDER devotes a number of feature articles in this 
issue to the styling and merchandising of school and 
college footwear. . 

Ever since the war and to a considerable degree dur- 
ing the war vears. the field of juvenile footwear has pro- 
vided one of the brightest areas in the whole shoe busi- 
ness. Market reports. which in the last two years have 
frequently referred to cautious buying, have at the same 
time stressed the fact that children’s shoes were in good 
demand. New stores and departments specializing in 
juvenile and teen-age footwear have opened in many 
communities the country over. Government statistics 
on shoe production reflect the increase in sales of juve- 
nile shoes, particularly in the misses’ and children’s 
categories which increased from less than 41,000,000 
pairs in 1940 to 63.000.000 pairs in 1948. 

There are good reasons, of course, to account for such 
an increase. The number of children. in the lower age 
brackets at least, has shown a very substantial increase 
since 1940. Incomes of families have generally increased 
and any improvement in family living standards is pretty 
sure to be reflected in more and better things for the 
youngsters. 

Aside from these factors we believe the shoe trade 
itself has contributed in no small degree to improvement 
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in the children’s shoe business. We can remember the 
time when many shoe stores looked upon the children’s 
department as a sort of necessary service they had to 
render their customers without much thought of profit. 
The advent of more style in the juvenile footwear field 
has changed that viewpoint completely and today every 
progressive merchant realizes that a good children’s 
department can be a very important and profitable sec- 
tion of any family shoe store. 

After noting this increase of better than 50 per cent in 
pair production of misses’ and children’s shoes over the 
past eight years, it is a little disconcerting to observe 
that the gain in pairage of boys’ and youths’ footwear 
amounted to less than 20 per cent in the same period. 
Does the spirit of the barefoot boy whom Mark Twain 
immortalized linger on to exert a restraining influence 
on the boys’ shoe business? Or is the American boy a 
true chip off the old block in being less responsive to the 
lure of fashion than his teen-age sister? Whatever the 
explanation, these figures suggest the thought that here 
lies a promising field for further education and promo- 
tion. with the objective of bringing about at least a pro- 
portionate increase in boys’ shoe business over its pre- 
war level. 

In any event the overall increase that has taken place 
in juvenile shoe business since the war has been a heart- 
ening development in shoe trade progress for two rea- 
sons. First. it has added substantially to the total volume 
of production and sales and to the profits of manufac- 
turers and merchants. Second, and even more impor- 
tant. it indicates that definite progress has been made 
in educating the younger generation to appreciate the 
importance of footwear. It is rather difficult to persuade 
adult men and women who have become accustomed to 
a certain type of shoe wardrobe and a certair. average 
requirement in pairs per year to expand their pair con- 
sumption to any marked degree. Teen-agers are much 
more responsive to new ideas. new styles and the appeal 
of modern sales promotion. Impress the younger genera- 
tion of today with a more profound shoe consciousness. 
implant in their minds a desire for more and better foot- 
wear. and you have made a good start toward solving 
tomorrow’s shoe sales problems. 

The surest way to increase the future consumption of 
men’s and women’s shoes is to make today’s kids shoe- 
minded. There is no better time or way to begin than 
by starting now to plan effective Back-to-School promo- 
tions for late August and September. 














































Exterior of the store is of red 
brick, and blends with the homes 
in this section. 


STEIGERWALT'S, known for many years as one of 
Chestnut Street, Philadelphia's, finer shoe stores provid- 
ing men and women with quality shoes, is proud of 
its first suburban store located at Haverford, Pa. Since 
its opening early last Fall, this attractive store has 
served its purpose well in catering to a public that de- 
mands more of the practical type shoes of high quality. 
Not only have regular Steigerwalt customers living in 
the section of this suburban store shopped here for 
their supply of shoes, but many new customers who live 
in the area and like to do their shopping leisurely have 
added their patronage. 

A suburban store of this type is mainly of interest 
tc women and children, consequently children’s shoes 
have been stocked, but men’s are not. Men are most 
likely to do their shoe shopping while in the city some- 
time during their business hours. Women, who formerly 
came into Philadelphia alone to shop for shoes, do not 
hesitate to take their children on these shoe shopping 
trips when the store is so close to home. 
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Interior of the store carries out the country atmosphere. Pennsylvania Dutch 
motifs are used; bright blue and green colors, representative of this group. 


are used in the color scheme. 


Shoe Store Caters 
To Suburban Trade 


The store itself is unusual in appearance and looks 
more like an inn built in Colonial times than a store 
where modern shoes are sold. The cozy. neighborly 
feeling that pervades the atmosphere of the place has 
made the customers who come here feel that it is a 
place of their own. The area of the store is 50 x 30 feet. 
The entire decorative scheme of the interior is carried 
out in Pennsylvania Dutch style, including the bright 
blue and green colors which are representative of this 
sect. These colors are carried out in the window cur- 
tains and the painted designs of the chairs. The leather 
seating arrangement in the children’s section provides 
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Children’s corner, where leather seats are available in two 


heights so that children of different ages may be comfortable 
while being fitted. 


























ARCH PRESERVER 


ACTIVE MODERNS 


rs 


THE ESTABLISHED BRANDS 


ARE THE ONES IN DEMAND a TRU-POISE 


ley 


Selling Selby has the big advantage of 


STYL—EEZ 


selling shoes by the original maker of women’s 
feature footwear. Often copied but never 
equalled, Selby’s nine lines are the best 


EASY GOERS 


known. most wanted and easiest sold—for 
their proven comfort features, their 
recognized quality. Exciting new patterns, 
ideas and merchandising plans for Fall. 
will create greater demand than ever TOWN WALKER 

for these established brands by Selby. 


SELBY SHOES 

ARCH PRESERVER - ACTIVE MODERNS 
TRU-POISE - STYL-EEZ + EASY GOERS 
TOWN WALKER - PHYSICAL CULTURE 
GROUND GRIPPER » CANTILEVER 


PHYSICAL CULTURE 


THE SELBY. SHOE COMPANY 


Portsmouth, Ohio GROUND GRIPPER 





New York Offices: 3120 EMPIRE STATE BUILDING 
(Arch Preserver ¢ Styl-EEZ ¢ Easy Goers ¢ Tru-Poise) 
926 MARBRIDGE BUILDING 
(Physical Culture ¢ Town Walker ¢ Ground Gripper ¢ Cantilever) 
Los Angeles Office: 816 HAAS BUILDING 


CANTILEVE! 


“FACES 
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DIRECT MAIL: 


One of a Series of Ad-Viser Articles, Offer- 
ing Shoe Retailers the Means of Produc- 
ing Sales-Compelling Advertisements. 


EFFECTIVE AD MEDIUM--IIl 


This Final Chapter on Direct Mail Advertising Suggests Means of 
Getting the Best Results from This Convenient and Inexpensive 
Method of Promotion. 


by IRVING SETTEL 


WHEN a retailer decides to promote merchandise by 
means of direct mail, there are certain factors which 
must be given first consideration. Primarily, he deter- 
mines how much money he can afford to spend. The 
appropriation affects both the quantity and the size 
of the mailing pieces. Then he decides how long his 
message should be. within the limitations of his costs. 
His rough layout will include the approximate number 
of words and illustrations which will be used. Then 
follows the production of the direct mail piece as dis- 
cussed previously. 

However, one of the most important post-production 
factors to consider is the campaign. What plan should 
be used in sending out the mailings? How will the lists 
be exploited to the fullest extent? What should be the 
organization of mailing to result in maximum sales? 

In line with this, there are three possible paths to 
follow: 

The Varied List Plan 


This plan is effective when the retailer possesses items 
which he is anxious to unload. It is good too when he 
has acquired a series of lists from non-competitive 
In the Varied List Plan, the advertiser will 
subject the list to test mailings, offering one item at a 


merchants. 


time. In this way, he can determine the value of the 
list plus the desirability of the merchandise. After 
making the rounds with a single item, the shoe merchant 
may try a new item and go through the various lists 
again. 
The Varied Item Plan 

This type of campaign entails the sending of different 
mailings containing varied items to the same list. This 
plan is adaptable for the shoe merchant since he can 
offer his merchandise at various intervals to his regular 
It is excellent to stimulate business with 
Sales and merchandising events 


customer list. 
cff-season specials. 
can be publicized in coordination with newspaper and 
This would make the campaign 
thorough and complete. 


radio advertising. 


The Build-Up Plan 


In selling high priced items, it often becomes neces- 
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sary to sell your merchandise with a series of direct 
mail pieces rather than a single piece. Here, it is wise 
to use the build up plan. First, the advertiser plans a 
series of mailers to be sent to identical lists. Each 
piece will contain a story about the merchandise being 
offered and will serve two purposes: 

1. It will attempt to make a quick sale and end the 
campaign. 

2. It will lead up to the next mailing piece, serving 
as a wedge to arouse interest in the coming advertise- 
The entire unit is planned as a complete cam- 
paign rather than as individual units. The build up 
plan is also used effectively to prepare a list of customers 
for a prospective catalog. By sending a series of direct 
mailers first, interest is stimulated, and when the catalog 
finally arrives, it is looked upon with great respect. The 


ment. 


effects of this plan show up in orders. 

The build up plan has been used successfully in “dun” 
collections, accounts in arrears, etc. Usually. a series 
of letters is planned, each mailing increasing in strength. 
The culminating letter suggests legal action, court un- 
pleasantness, etc. Thousands of shoe merchants can 
vouch for the plan’s effectiveness. 

It is well to remember that while any one of these 
plans can be used exclusively, most advertisers will use 
a combination of all three. stressing whichever one 
best fits the individual needs of that particular retailer. 


Following Up Inquiries 

In order to build a list, some merchants advertise in 
newspapers or other periodicals, offering free catalogs. 
literature, even inexpensive merchandise. While this 
has proved effective, caution must be used. Most of 
the returns will be good potential customers. However. 
many letters will be from “coupon senders”—the kind 
of people who write for anything and everything which 
is offered free of charge. These must be carefully 
weeded out. 

In building a list with publication advertising, it is 
necessary to be prepared to send the literature requested 
and follow-up material which will lead to a substantial 
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Step 


by EDWARD SPASEK 


PAGING AESOP — There’s nothing 
like a good fable to put across a 
point which makes us see the ridicu- 
lousness of some of the things we do. 
The New York World Telegram re- 
cently reprinted a story to show the 
absurd heights of economic gobble- 
dygook our experts sometimes reach. 
This story was about a wealthy king 
whose country experienced a plague 
of poverty. To help him out of his 
difficulty, the king called in his 
“council of economic advisers,” some 
two thousand and ten. He told them 
he wanted a “short and simple text 
on the subject of economics,” so that 
he might save his people and country. 
After a month, they returned and 
begged the king for a year in which 
to prepare the text, because it was 
too big a job. A year passed, and 
they presented the king with 87 
volumes of 600 pages each, profusely 
illustrated with charts and graphs, 
but no simple text. So the king did 
what any angry and exasperated man 
might do in those days, he had half 
of them killed, and told the rest 
they’d better come back only when 
they had a really brief text on eco- 
nomics. After another year passed, 
the thousand and five proudly pre- 
sented the king with just 63 volumes 
—-made possible by cutting out all 
the graphs and charts! Of course, 
the king blew up, and promptly had 
half of them killed. This went on 
year after year as the economists con- 
tinued to return with volumes of eco- 
nomic texts. Finally, of the original 
two thousand and ten economists, 
there was only one gray-bearded, 
ancient gent left. But he faced the 
king confidently, because he knew he 
had the answer. He told the king 
that he had reduced the subject of 
economics to a single sentence, so 
brief and easily remembered that it 
was not necessary to put it on paper. 
“Speak on!” roared the anxious king. 
“Sire,” the old gent said, “in eight 
words I will reveal to you all the 
wisdom that I have distilled through 
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Step _ 


Pertinent Paragraphs on Business Progress, 
Shoewise and Otherwise 


all these years from the great work 
of your economists. Here is my text: 
‘There ain’t no such thing as free 


lunch.’ ” 
* * a 


PUBLIC RELATIONS, in one sense, 
is simply “relations with the public.” 
Every retailer is vitally concerned 
about his relations with the buying 
public. He must take great care in 
establishing an excellent reputation 
for good service, merchandise and 
appearance, among other important 
selling features. If he doesn’t. his 
sales will suffer. A new book which 
will go a jong way to help him to 
achieve a good reputation and in- 
crease sales is Public Relations for 
Retailers by Mahoney and Hession 
(The Macmillan Co., 60 Fifth Avenue. 
New York, $4.50). It answers such 
key questions as: “How can you find 
out what the public really thinks 
about you?” “What public relations 
activities attract women? Men? 
Children and teen-agers?” “How are 
your employee relations?” “Why is 
‘May I help you?’ a poor sales ap- 
proach?” A valuable chapter is the 
one outlining the procedure for 
handling news releases and pictures 
for your store. This book is just as 
important to old firms as it is to new 
ones. The buyer’s market is here now, 
so it has become increasingly im- 
portant to learn or relearn the tech- 
nique of luring and holding customers. 
* * * 


“WHY I LIKE MY JOB” is the 
question the General Motors Corpor- 
ation asked 175,000 employees. They 
received 1,250,000 individual reasons. 
Here’s what they liked: (1) Liking 
the boss was way ahead of all other 
reasons; (2) the worker’s associates; 
(3) wages; (4) the character of the 
work; and (5) pride in the company. 
Down toward the bottom of the list 
were such reasons as: (1) the success 
achieved by the employee; (2) the 
parties and open houses sponsored 
by the management; and (3) pride 


in building a really good product. 
* * * 


ATTENTION, MR. WEBSTER—The 
dictionary is a valuable book to have 
around, but there are inaccuracies 
in it. Some laymen’s definitions of 
words, though given with a smile, are 
often more close to the truth than the 
straight-faced ones in the dictionary. 
For instance, the following definition 
of the word “conference” by Lawrence 
Clayton, member of the Federal Re- 
serve Board, proves our point: “Con- 
ference: A meeting of a group of 
men who, individually, can do noth- 
ing. but as a group, can meet and 


decide that nothing can be done.” 
* * * 


THE DESIRE FOR SUCCESS is a 
universal disease. Most of us are 
afflicted with it. Success has in- 
trigued psychologists fully as much 
as cancer has intrigued doctors. Con- 
sequently, all sorts of studies are 
made about why certain men have 
become successes in business, so that 
ethers might have a guide in reaching 
that desired goal themselves one day. 

One report, released on a test of 
473 executives in 14 companies in 
various fields, appeared in Sales 
Management listing 10 outstanding 
traits common to the successful execu- 
tive. They are: “(1) His achieve- 
ment desires are based in his satis- 
faction from accomplishment for its 
own sake—income and prestige are 
important, but this comes first; (2) 
His drive is strong toward achieve- 
ment, material rewards and prestige; 
(3) His idea of authority is that it 
doesn’t hamper, inhibit or restrain 
him; (4) He has organizational 
ability; (5) He is decisive; (6) He 
has firmness of conviction; (7) He is 
actively aggressive; (8) He needs to 
overcome a fear of frustration; (9) 
He is a realist; (10) His attitudes 
towards others are important.” This 
illustrates the range of traits a suc- 
cessful man must possess to achieve 
hjs ambition in life. 
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With the GC DRIVE SCREW INSERTING MACHINE, 
screw reinforced wood heel attaching can be reduced 
from 5 to 3 operations with a corresponding reduc- 
tion in costs. And because this machine is fast it can 
lower costs still more! 


The cement-coated drive screw holds the heel 
firmly in place during heel and edge finishing and 
heel nailing, then remains permanently to add a re- 
assuring margin of strength. 


The results? Manufacturers protect themselves, 
their retailers and the wearer at very low cost against 
loose and lost heels. 


Over 20,000,000 pairs have already been attached 
with complete satisfaction. It’s a machine that is rug- 
gedly built to operate day after day with exceptional 
economy. 


Find out exactly how this machine can improve 
the value of your shoes — get complete details from 
your United branch office. 
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Cut yourself a BIG SLICE of PROFITS with 


A 68.4% _ 
aia STORYBOOK 


12.2% — 
the only ... the original 
Cushion Foundation Shoes for Children 


PLANNED AND PRICED for that GREAT 
SLICE OF MIDDLE MARKET FAMILIES* 









Yearly income 
Breakdown 
68.4% under $3,000 

19.4% $4,000 to $5,000 

12.2% over $5,000 


















e@eeeoen eed 








Note these 
soft, resilient pads! 






*1947 figures 
Department of Research 
Fawcett Publications 





Cushion Foundation Shoes illustrated are typical of 
the wide selection of 150 different styles including 
Pre-welts, Three-sole Goodyear Stitched, Cement 
and Sliplasted shoes in babies’, infants’, child’s, 


e @ Misses’ and preteen size ranges. 
e ad Tie in with Storybook’s national advertising, using 
ee a... = Se eee 
& ‘ . : 

e These 4 ways Storybook’s In-Stock Plan and rapid mail order 
@ _'- SHOCK ABSORBER HEEL cushions jolts... protects nerve @ service lets you keep styles and sizes complete with 

terminals. @ minimum investment. 
© 2. LIFT CUSHION ARCH gives yielding support. Write today for a representative to give you all 
@ 3. EACH CUSHION RESPONDS individually to foot action. © the facts on this complete tot-through-preteen line. 
* 4. STORYBOOK CUSHION FOUNDATION prevents forward skid, a 
‘ holds foot accurately. e THRIFTY 

to retail profitably at $2.95 to $4.95 most styles 
@ COVERS the complete age range . . . tots through preteens © 
' 

& NATIONALLY ADVERTISED in the TWO most potent MIDDLE: € 

MARKET MAGAZINES ... PARENTS’ and LADIES’ HOME =. 
S JOURNAL in your most active selling season . . . August, 
e September, October ra 
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SUMMER SHOES LEAD 
IN NEW YORK 


WHILE a number of the New York 
stores did not report quite the busi- 
ness that they had hoped for the 
week before Decoration Day, most 
merchants were fairly well satisfied. 
In the majority of stores. Summer 
shoes were the news. but in one large 
specialty shop a very big business 
was done in navy blue in all grades. 
in suede, calf. kid and lizard. This 
same store also sold blue—royal and 
an off-navy, “anything as long as it 
was blue.” to quote the buyer—in its 
casual department. Black suede con- 
tinues to be the biggest color and 
leather in style shoes but quality, as 
well as lower price departments. are 
also selling Summer shoes. 

Linen and straw, aside from white 
leather. are the materials which are 
consistently doing good business. 
Wheat linen is being combined with 
tan calf in some spectator types, as 
is a little white linen. Some shoes of 
this type have been lightened by the 
use of eyelet embroidery. White linen 
for dyeing, especially in the plain 
opera pump, continues its success of 
last Summer. White linen bags have 
been made so that they can also be 
dyed any desired shade. Straw. chiefly 
Madagascar. but including some fab- 
rics simulating straw, is selling very 
well on both high and low heels. One 
high style store also has a Panama 
straw. Some stores also report plenty 
of activity in raffia shoes. 

White leathers are selling. especial- 
ly in spectator types. Some of these 
are being sold on covered. and some 
on built-up leather, heels. Where the 
covered heels are selling exclusively, 
however, some merchants predict de- 
mand for the leather heels this Fall. 
In general. all-over white leather 
shoes are moving a little slowly. It 
is expected that this situation may 
change with warmer weather. Multi- 
color combinations in leathers are do- 
ing very well, especially in cobras 
and, say some stores, in casual shoes. 

Some sport shoes are beginning to 
move in men’s departments but this 
business is still a little slow. Woven 
shoes and golf shoes have been sell- 
ing. 

* * # 


COAST MERCHANTS FEATURE 
OUTDOOR FOOTWEAR 


With the vacation season already 
starting in San Francisco, shoe mer- 
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chants are featuring outdoor foot- 
wear in. their advertising and window 
displays. 

With the emphasis on colors of al- 
most any wanted shade to match a 
costume, the promotion work on these 
lines is getting a good customer re- 
sponse. Linen footwear that can be 
dyed almost any desired color is also 
going well. 

Sandals of all types. with wedge 
heels in low. medium. and medium 
high elevations. are being shown in 
most stores. A good example is a san- 
dal being shown by Roos Bros. It 
is a woven leather model in bamboo 
shade with a flexible composition 
crepe sole, priced at $8.95. In the 
higher priced bracket is a $16.95 
sun sandal with a flat wedge sole. a 
combination leather and Milan straw 
ankle strap. and a series of colored 
strips of Milan straw across the toe, 
shown by Joseph Magnin. 

In camping shoes the high top hik- 
ing boots. moccasin loafers and ten- 
nis shoes are being shown success- 
fully. 

A novel number displayed by The 
White House is a heelless glove suede 
model especially designed for home 
and travel. It can be rolled up and 
carried in the pocket or any conveni- 
ent space. and comes in cherry red, 
forest green, sun copper, royal blue, 
and chartreuse. 

_Color is also in strong demand in 
Summer pumps. The new bamboo 
shade is proving popular because it 





Summer white was offered dramati- 
cally to residents of Newark, N. J., 
in this ad of Hahne & Company. 


goes well with almost any color out- 
fit. Whites are also running strong. 
some stores reporting more demand 
for white than all other colors com- 
bined. 

Business is still running about ten 
per cent behind last year, with cus- 
tomers favoring the medium priced 


numbers. 
= * = 


CASUALS AND NOVELTIES 
WANTED IN PROVIDENCE 


CAsuALs and noyelty shoes are the 
big sellers in Providence, with em- 
phasis on color. Demand is indicative 
of the Spring weather and the trend 
to outdoor recreation. All sorts of 
play shoes, sandals. wedgies, mocca- 
sin styles, flat-heeled types and sport 
oxfords are all very popular. White 
suedes, linens and spectators are very 
good. One retailer reports an all- 
leather Roman sandal one of his 
most popular numbers. Linens in pol- 
ka dots are very good. These are of 
light coffee with dark brown dots, 
blue with white dots, light green with 
white dots and some with variegated 
dots. White suedes are good in open 
models with open shank and various 
criss-cross vamp treatments. Crepe 
sole oxfords in white, blue, green, 
red. brown and beige are good sellers. 

Colors are very good all along the 
line, with blue the most popular. 
Black, of course. continues to be the 
biggest item in the dressy pump line, 
and these are open and closed, many 
with low throats and low shanks. 
Oxfords combining comfort and style 
are standard numbers and are in- 
creasing in popularity. 

Whites have started off well and 
appear to be headed for a good sea- 
son. Many women bought whites very 
late in the season last year. and a few 
retailers believe that may mean that 
those shoes are still wearable. They 
believe it may keep many women from 
buying whites this season, although 
this opinion is discounted by others. 
The spectator season was almost com- 
pletely by-passed in this area last 
year because of the weather, and 
many report that these shoes have not 
regained their former popularity al- 
though two or three stores report 
very good sale of them. 

* * *¥ 


ST. LOUIS WOMEN 
DOWNGRADE PURCHASES 
A LEADING: shee merchant in. St 


Louis. the head of one of the most 
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successful downtown shoe stores cater- 
ing to women whose tastes run more 
to the $12.95 bracket and above. was 
overheard recently in conversation 
with a friend. “See those $8.95 and 
$9.95 casuals in my window?” he 
asked. The friend nodded. “Well, 
there’s a lot more significance to those 
shoes and to those prices than meets 
the eye.” the shoe merchant went on. 
“They represent a downgrading in 
the buying habits of many of my 
best customers, women who formerly 
wouldn’t look at anything under 
$16.95. 

“The demand for those shoes is 
high, a fact which should give you 
some idea of the impetus of the 





switch in feminine preference for 
comfort over dressy types. But it also 
emphasizes a need for higher bracket 
footwear that combines the softness 
and comfort of the casual shoe with 
the smart styling of dressy types.” 
This conversation is repeated here 
because it represents a _ condition 
about which several buyers in depart- 
ments catering to the more expen- 
sively dressed women have mentioned 
recently as being one of their major 
problems. The feminine consumer 
with expensive tastes and the pocket- 
book to match is downgrading her 
purchases just as are women who al- 
ways have made their shoe selections 
in the lower brackets. 

Actually, the average downgrading 
of the feminine consumer in St. Louis. 
of course, does not approach the dif- 
ferential represented between $16.95 
shoes and those that retail at $9.95 
and $8.95. But there is a differen- 
tial, nevertheless. In the words of 
one prominent buyer for a leading 
department store, “It averages about 
two dollars. In the late Spring of 
1947,” he said, “our number one celler 
in all departments of the store was 
the $9.95 seller. Today it is the $7.95 
seller.” Number one seller in St. 
Louis at the moment is believed to 
be the casual shoe ranging in price 
from $3.45 to $8.95. 


* €@ @ 


WHITE IN DEMAND 
IN LINCOLN STORES 


DEMAND for white in both dress and 
casual shoes for women was reported 
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@ filenes 


The talk of the walk 


Headhunung 2 «mart summer foot lene 


Filene's in Boston featured the fash- 
ionable black linen dress shoe in this 
interesting ad. 





well up to last year for May by buy- 
ers in Lincoln, Neb., and dollar vol- 
ume was said to be running from 
five per cent below May 1948 figures 
to about five per cent ahead. Specta- 
tors were moving well. 

One buyer reported that green was 
holding up better than anticipated in 
both dress and casual shoes, while 
grey and cocoa had dropped off sharp- 
ly in May. Another buyer said that 
white shoes in both casuals and dress 
styles were selling ahead of last year, 
with wedges accounting for most of 
the casual sales. 

In dress shoes, the demand has 
settled down to the 3¢-inch platform 
and 24/8 heel, several buyers pointed 
out, although a few customers still 
want the more extreme platforms and 
high heels that were more in vogue 
a year ago. 

A buyer whose clientele is made 
up about 50 per cent of farm trade, 
reported that customers are more 
price conscious than a year ago. In 
women’s lines, more of the volume 
is being done at- $10.95 and less at 
$14.95, he stated. Both green and 
white were wanted colors in May at 
this store, but the buyer said an un- 
foreseen demand for red left him short 
in supply on this color and probably 
lost him a few sales. His stocks are 
about 10 per cent lighter than a year 
ago, although another buyer declared 
that his inventory is close to 10 per 
cent higher than last year, and two 
other buyers reported stocks very 
slightly under last May’s count. 

Children’s sandals started selling 
earlier and in greater volume than 


for the past two Spring seasons, a 
buyer reported. He believed that low- 
er prices were at least partially re- 
sponsible for this, although he noted 
a general trend away from high shoes 
and to sandals and oxfords for year- 
round children’s wear. 

Greater demand for fabric shoes in 
both women’s and girls’ lines was 
noted at two stores featuring popu- 
lar priced shoes, and buyers believed 
that price was a major factor in this 
selling. 

Staples in men’s lines were said to 
be slower than last May, with most 
of the selling in perforated or heavy 
crepe sole brogue styles. Older men 
are buying the ventilated shoes while 
younger men are taking the crepe 
sole casual types, one buyer noted. 
In ventilated shoes, the more mature 
trade is taking the perforated style 
while the younger men are leaning to 
the woven shoes. Brown-and-white 
shoes have a certain following, ac- 
cording to two buyers, but the vol- 
ume is considerably less than it was 
in prewar days. Only the more con- 
servative, staple models in two-tone 
men’s shoes are moving this Spring. 

* * * 


SUMMER PROMOTIONS ON 
IN TWIN CITIES 


Minneapolis. 


§ UMMER promotions are in full 
swing with heavy accent on casuals 





and whites. Contrary to early pre- 
dictions, white is creating good in- 
terest with a promise of being high 
in favor as the season advances. 
Heavy window displays of white 
and advertisements of this color only 
mark the intensive promotion which 
stores are making for extra sales. 
Styles offered run from extremely 
high heels to barefoot, low-heeled 
sandals. Linens, suedes, doeskins and 
buckos are the prevailing materials. 
Maurice L. Rothschild (Young- 
Quinlan) is featuring styles for Sum- 
mer comfort in all-white in bucko, 
suede and white kid with nylon mesh. 
Perforations and medium heels add 
to their appeal. Chandler places spe- 
cial emphasis on a comfort wedgie in 
white leather of medium price. John 
W. Thomas & Co. is offering sling 
pumps of doeskin with high heel and 
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In Channel Cementing, too, 


there’s an Adhesive that’s 
made for your operations ! 





Whatever your needs for 
efficient general shoemak- 
ing cements, look to your 
For your Making Room... here are three United sales representative for helpful 
adhesives for Channel Cementing to meet _counsel and a dependable source of supply. 











varied requirements—-and meet them well! Ask him for your copy 


® Be Be Bond (SOLVENT) 510 —This medium. Of “WC Adhesives”, an 
fast drying cement made with smoked sheet  eaSy-to-read, 8-page bro- 
rubber meets the requirements for leather chure of facts on dozens 
soles. It may be applied by hand or machine. 


@ Be Be Bond (SOLVENT) S-737—A neoprene 
cement for leather sole channels having out- 
standing bond and tack. 






of high quality adhe- j 
sives for shoemaking. 





@ Be Be Bond (SOLVENT) L-8 — This white crepe Be Be Bon ° 
rubber cement for rubber sole channels is light 
in body, tacky and dries fast with a very strong Be Be Tex Cements 


bond. Products of B B Chemical Co. 
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a heart-shaped cutout. and also ankle 
straps in all-white. 

The sales picture is also marked 
with mid-season sale of Spring shoes 
in which high style shoes are fea- 
tured. Roy H. Bjorkman is offering 
a group of colored shoes and black 
and brown with heels varying from 
high to low wedge, at $7.90 to $13.90. 
These were offered earlier at $16.95 
and $22.95. 

Casuals promise to sustain their 
popularity. Demand is excellent. Prac- 
tically all stores are showing large 
stocks, playing them up in window 
displays in which color is featured. 
Fashion stores tied casuals in with 
playtime garments, in promotions for 











Decoration Day holiday and for vaca- 
tion periods. 

In regular type shoes, ankle straps 
and sling pumps are moving well. 
Black and navy still predominate. 

Cold weather, moving in after a 
period of warm Summer temperatures, 
slowed business in the latter part of 
the month, but generally. merchants 
reported satisfactory trade. Employ- 
ment has picked up in this area, 
with resulting good effect on business. 


* * * 


St. Paul. 


MERCHANTS are pushing short sea- 
son Summer shoes with vigor. Indi- 
cations are that managers are alert 
to competition in the present-day pic- 
ture and are offering, through large 
advertisement and display, wide se- 
lections in both white and casuals to 
catck trade for Summer shoes. 

Prices are moderate, in most in- 
stances, although a few high style 
shops show whites as high as $22.95. 
These are usually shoes with intricate 
detail of mesh or lattice trim. 

Schuneman’s, Inc. ran a full page 
newspaper advertisement of all-whites 
with nine famous names featured. The 
advertisement was themed to “White 
is Right” and showed cuts of specta- 
tors, ankle strap sandals, sling pumps 
and sturdy walking shoes. 

Newman's featured a white suede, 
open vamp sling pump, selling at 
$12.95. Husch Bros. played up white 
casuals in high and low wedge heels. 

Some stores are featuring polka 
dot shoes with matching handbags. 
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Tan and brown, blue and white, red 
and white, brown and beige, to match 
Summer ensembles, are among those 
shown. These are made of linen and 
have varied heels from high to low 
wedges. Moderate priced shoes are 
finding the liveliest sale. 

The growing popularity of base- 
ment stores is evidenced by increas- 
ing space given over to these depart- 
ments. Schuneman’s introduced a re- 
modeled, greatly enlarged basement 
store, carrying men’s. women’s and 
children’s shoes in popular prices. 

While sales are fairly good it is 
evident that greater effort is neces- 
sary in promotions. 

* * * 
VARIABLE SELLING IN 
CHICAGO STORES 


RETAIL shoe business in Chicago 
during May was as variable as the 
weather. A few hot spells brought a 
heavy surge of buying of whites, 
spectators and other Summer shoes, 
but extended stretches of cool and 
rainy weather were reflected in lag- 
ging sales. Sales for May are off 
from a year ago and will probably 
be reflected in early clearance sales 
of Spring merchandise. 

Whites and spectators are topping 
sales in the chains and lower end 
groups, while colors are favored in 
the upper brackets. Shantung, linen 
and other fabrics, along with fine 
straws and meshes, are selling well 
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Polka dots—in multicolors—were of- 

fered recently by O'Connor & Gold- 

berg, Chicago, in a sling pump and a 
matching bag. 


in the better grades, particularly in 
red, blue. grey, balenciaga and mulkti- 
color combinations in the subdued 
tones. Shantung has been especially 
well received. Marshall Field & Com- 
pany has included shantung shoes in 
several coordinated accessory promo- 
tions, and devoted an entire window 
to shoes in this fabric. Description 
referred to “The Shantung Shoe. 
Crisp, Cool, Colorful, New.” and 
showings included pastels and dark 
shades in green, brown, grey and 
yellow. Milan straw is also getting 
considerable play, along with fine 
meshes. O'Connor & Goldberg in a 
series of special promotions devoted 
to one type shoe stressed polka dots 
in bright colors and blue and wheat 
meshes. Dark suedes. blue in par- 
ticular, are also selling well. They 
are being suggested by Field’s as ac- 
cent with pastel costumes. 

Casuals are still selling at about 
the same pace that they did a year 
ago. Retailers attribute this to the 
fact that many lines were broadened 
this season to include casuals in the 
larger and hard-to-fit sizes. Multi- 
colors in flats are leading in the 
higher priced groups, and solid colors 
in the middle ranges. 

Men’s business has improved con- 
siderably over the early Spring period, 
due to stimulation provided by the 





brushed leathers. These are selling 
in all price ranges. and the demand 
is expected to continue on through to- 
Fall. Ventilated shoes are also selling 
well. Field’s has been featuring men’s- 
lightweight and ventilated shoes as 
“featherweight companions for your 
lightweight Summer wardrobe.” 
* * 
HIGH SCHOOL STUDENTS 
PICK FALL STYLES 


NATRONA County high school boys 
and girls were called upon by Man- 
ager T. C. Gould of the J. C. Penney 
Co. store in Casper, Wyo., to help 
decide what shoes should be ordered 
for Fall. Girls favored the heavier 
blue jean types in novelties, while 
the boys leaned to clog soles. particu- 
larly heavy crepe in brogue styles. 
This means of selecting Fall styles 
was decided upon. he said. as the best 
way of getting footwear that would 
meet with popular approval. 
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An Invitation to American Buyers 
to visit the 
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GROSVENOR HOUSE. PARK LANE 
LONDON W.IL. 
OCTOBER 1l10th-l4th. 1949 


Staged in the heart of London. the 1950 Fashion in Footwear 
Exhibition will project to home trade and export buyers the 
newest and finest in British footwear. 

Invitations and information immediately available from the 
Exhibition Department. “FOOTWEAR.” Drury House. Russell 
Street. London. W.C.2. England. Telephone: Temple Bar 3422. 
Cables and Telegrams: Organigram Phone London. 





EXHIBITORS 
Airborne Shoes Ltd. Dunlop Rubber Co. Ltd. The Pedoscope Co. Ltd. 
Baily’s of Glastonbury. George Evans & Sens Ltd. Frederick Riley Ltd. 
Bally's Aarau Shoe Co. Ltd. Goldsmid & Co. Ltd. Shorten & Armes Ltd. 
A, Barker & Sons Ltd. D. Gould Ltd. W’. F. Simmons & Son 
Barfield & Richardson Ltd. Holmes of Norwich. ” (Irthlingborough) L.td. 
Bolton Leathers Ltd. C. W. Horrell Ltd. H. Sims & Co. Led. 
Brevitt Shoes Ltd. Hutton of Northampton Ltd. a 
, J Pp Splendida Ltd. 
L. R. Butlin Ltd. Kempner & Brandon Ltd. Van-Dal Shoes Led 
John Cave & Sons Ltd. Kenwil Shoes Ltd. Wenhuass Ghee Co. tad 
Bruce Church Ltd. Maidment Consolidated Sales, Ltd. George Webb & Sons 
C. & J. Clark Ltd. McDowell & Son Ltd. (Northampton) Ltd. 
Compere Shoes Ltd. Morlands. ]. F. Willis (Cinderella Shoes) [ td. 
de-Nero Shoes Ltd. Norvic Shoe Co. Ltd. Wilson & Watson Ltd. 
Derham Bros. Ltd. Padmore & Barnes Ltd. Woollerton & Wilson Ltd. 
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Campus Classics Continue Strong 


or unusual heels on their saddles or 
moccasins, according to one report. 

Brown and white was the number one 
favorite in saddles. Norwegian mocca- 
sins were expected to be popular in 
brown, black, green and red, this last 
expected to be a big campus color for 
Fall. Grey and grey combinations are 
also good. Suedes in both saddles and 
loafer types are in great demand ac- 
cording to one report from a Midwest- 
ern co-educational university. Here the 
girls are asking for an all-white suede 
saddle which they say they would wear 
even in the Winter. For an extra 
campus shoe most girls have one or 
more pairs in their wardrobe, all year 
round, usually in a color, with green, 
blue, red and grey most wanted. 

From the Far West, also from co-edu- 
cational sources, the report on campus 
favorites is very much the same—sad- 
dles and Norwegian moccasins are lead- 
ing favorites. At a Northern Califor- 
nia university a white suede oxford 
leads all the rest. In fact, this correspon- 
dent says, “White is the color on this 
campus.” In Southern California, we 
are told, brown and white combinations 
are more popular. Rubber soles, red or 
natural color crepe, are wanted on the 
saddle oxfords. Brown and red are the 
favorite colors for Norwegian mocca- 
sins and, at least in Northern Califor- 
nia, leather soles preferred. Casual 
shoes are worn very little, according to 
this same correspondent, because they 
are not good on the hills and a sorority 
taboo prevents their being worn with- 
out socks. 

As in the West, individual Eastern 


[CONTINUED FROM PAGE 63] 


colleges vary in their choice of saddles 
or Norwegian moccasins for first and 
second positions; some putting one first, 
some the other. At one Eastern women’s 
college, an off-campus store reports moc- 
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While this shoe does not look any 
different from an ordinary platform sole 
shoe, if is actually a welt with a wrap- 
ped-platform, cemented on the outsole 
and with platform inseamed right to the 
insole. Huiskamp Bros. 


casins “way ahead,” with both rubber 
and leather soles wanted. Rubber soles, 
however, are preferred for the saddles, 
but no especial demand is reported for 
crepe soles. Actually seen on this cam- 
pus were saddles and loafers and a few 


ballet types. Here and there girls were 
seen wearing moccasin toe oxfords on 
very low heels; plain toe oxfords, espe- 
cially smart in suede; double instep 
strap casual shoes; fringed tongue ties; 
loafer types with strap and buckle, 
really a youthful, low-cut buckle monk. 
The saddles were usually very dirty, as 
were the white sneakers. Many of these 
were seen on the girls’ campuses, prob- 
ably with afternoon tennis in mind. It 
probably does not need to be pointed 
out that, on women’s campuses, the gen- 
eral attitude toward clothes seems to be 
that comfort is the important thing. 
Dungarees, slacks, shorts, pedal-pushers 
are the thing and most of these not very 
neatly worn. In most cases the girls go 
sockless. There is very little attempt 
to look dainty or attractive. Presum- 
ably, their minds are on other things. 
A late report from Southern Califor- 
nia makes these points: 
1—The four favorite campus shoe 
styles: Saddles, crepe sole oxfords, 
loafer types and flat wedges. 
2—-Rubber soles are used on the sad- 
dles in white or brown, natural color 
crepe soles, and leather on the loafers 
and wedges. Colors prevalent in the 
uppers are black, brown, green, red and 
navy. Navy and white saddles are very 
popular and in women’s shoes all colors 
mentioned are worn in the loafers. 
3—Sliplasted shoes are very popular 
on campus all year around in Califor- 
nia. Open patterns are definitely first 
choice for Spring while closed toe and 
sling back styles are very popular for 
Fall along with the completely closed 
styles. 





Off-Campus Shoes 
Include Many Types 
[CONTINUED FROM PAGE 65] 


Same comment, opera pumps for num- 
ber one date shoe, because “they are 
good for all occasions.”’ Second choice 
here goes to sling models for Spring 
and Summer. Here the girls want closed 
shoes for the Winter; open toes and 
backs for warm weather. A compre- 
hensive report from the Middle West 
notes that the girls choose closed pat- 
terns in everything, not because they 
consider them as comfortable, but be- 
cause they are more dressy. As to plat- 
form soles, the girls do not like them 
very much, saying to one reporter that 
they like the half or quarter-inch plat- 
forms in tailored shoes but expect to 
wear them when they are through col- 
lege and in business. At an Eastern 
girls’ college they did not like platforms 
or high wedge heels. Choice of heel 
heights seems to depend to a consider- 
able extent upon the height of the 
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“date,” some girls keeping two dressy 
shoes in their wardrobes, a flat and a 
high heel shoe. 

The date shoe picture still features 
the high heel opera pump with novel 
vamp treatments in all the high style 
colors in both suede and calf. Also 
popular for Spring are open toe and 
heel pumps in calf in white and light 
Spring colors—also in linen. Featured 
by many manufacturers are 15/8 and 
16/8 open wedges mostly in suede in 
navy, green, taupe, black and brown 
with interesting strap treatments to 
dress up the shoe. 





At Northwestern 
They Want Them Rugged 
[CONTINUED FROM PAGE 68] 


indications are that the Wellington and 
Engineer-type boot will begin to sell 
this Fall. There has been good ac- 
ceptance of washable smoked elk, a 
favorite of the thirties, and now back 
in stock again. Since the girls took over 


the saddle, Northwestern boys have 
abandoned it, but they do buy a number 
of all-white buck shoes with rubber 
soles, which they wear the year-round, 
Mr. Alberts reports. 

Most of the buying of shoes for the 
college trade for all Lytton’s stores is 
done by Mr. Spalo in May. Since this 
is definitely a youthful type store 
throughout, “college styles” represent a 
very large proportion of his over-all 
buying. 


Shoe Man Made 


Bank Director 

ROCHESTER, N. H.—Robert E. Feine- 
man, manager of Feineman Bros. cloth- 
ing and shoe store, one of the oldest 
and largest business establishments in 
this section, has been named as a direc- 
tor of the People’s Building & Loan 
Association. Mr. Feineman, a Pacific 
veteran of World War II, had charge 
of the store’s large shoe department 
before assuming the management of the 
entire establishment. 
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Shoe Styles 


Answer the School Bell 
[CONTINUED FROM PAGE 70] 


patent leather. Buckles are exception- 
ally good, and strapped and buckled ef- 
fects make their appearance on all types 
of shoes—witness the prevalence of the 
buckled monk and its variations. Basic 
oxfords will, of course, account for a 
large proportion of your school business, 
but new leathers (mahogany tones of 
brown, for instance), colors, sueded or 
polished leathers give these a strictly 
1949 look. 


Crepe soles continue the tremendous 
popularity which they have enjoyed 
since their return to the shoe scene. 
Sometimes they are solid crepe; often 
they are of wraparound construction. In 
any event, they lend a solid look to 
schoo] shoes which seems to be much in 
favor with the younger customer. These 
are particularly good on bluchers in 
smooth elk, but their appearance on 
colored suedes is both new and attrac- 
tive, and may be expected to chalk up 
many sales. 

Saddles and loafer-types continue to 
hold their own. The saddle in new com- 
binations is especially interesting; s> 
are novelty treatments of the loafer. 
Ghillie types are sure to be in demand 
with the school crowd, and ghillie treat- 
ments on oxfords have won for them- 
selves a place in the foreground of con- 
sumer demand. 


In shoes for boys, the heavy rugged 
look continues to be the one that is most 
in demand, and this season it is sup- 
ported by Western influences such as 
are derived from cowboy and Indian 
styles. In this category are such treat- 
ments as large silver buckles on blucher 
patterns; embossed Western designs; 
Western ghillies (using D-rings instead 
of loops); rawhide lacings; modifica- 
tions of the cowboy boot; heavy saddle 
stitching; brass eyelets. Heavy leath- 
ers take the preference in this group, 
and strap patterns and ghillie treat- 
ments are of great importance. The 
crepe sole is a natural for these heavier 
shoes, and one which is sure to please 
the young man who likes to ape his 
father in his dress. In addition, ineavy 


‘ leather soles and soles of hard rubber 


are also shown in many models for thi: 
customer. 





Correction ° 


It was stated in a news item in the 
May 15th issue of the RECORDER that 
Tom R. O’Brien, newly appointed sales 
representative of Tiffany Footwear Di- 
vision of B. E. Cole Company, was at 
one time a member of the board of 
directors of Dunn and McCarthy, Inc. 
This statement was incorrect. Mr. 
O’Brien at one time was a salesman 
for the Everyday line of Dunn and Mc- 
Carthy. He was never a director of the 
company. 
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Boston Store Wins 
Radio Award 


Boston.—Yoland’s well known Bos- 
ton shoe store, announced recently that 
their radio program, The Children’s 
Songbag, heard every Saturday A. M. 
over station WCOP, has received the 
coveted “Peabody” award from the 
local committee of the Massachusetts 
Committee of the George Foster Pea- 
body Awards. 

Yoland’s has sponsored the “Song- 
bag” for 39 weeks to promote their 
children’s department and their pro- 
gram was the only svonsored one to 
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IMPERIAL Slipper Felt has 
been known and used for many 
years and has become a standard 
of quality. See these unbeatable 
features: 


@ Pre-shrunk 


e A blend of fibres, in- 
cluding the finest wools 
available, to give long 
wearing quality and com- 
fort 


@ Designed to mold easily 
over the last, yet hold its 
shape in service 


@ Clear, fast dyes 


The best slipper companies 
in the country are using Im- 


perial Slipper Fel. Specify it! 


American felt 





GENERAL GLENVILLE, 
OFFICES: CONN. 


ENGINEERING AND RESEARCH LABORA- 
TORIES, Glenville, Conn.—PLANTS: Glen- 
ville, Conn.; Franklin, Mass.; Newburgh, 
N. Y.; Detroit, Mich.; Westerly, R. 1.— 
SALES OFFICES: New York, Boston, Chi- 
cago, Detroit, Cleveland, Rochester, 
Philadelphia, St. Louis, Atlanta, Dalles, 
San Francisco, Los Angeles, Portland, 
Seattle, Montreal 








win an award. “The Songbag” also 
received national recognition, an honor- 
able mention for children’s programs 
by the Ohio State Institute for Educa- 
tion by Radio. 

Originator and producer of the pro 
gram is Miss Voltairine Block and Mis: 
Corrinne Robertson of Tarler & Skin- 
ner, Yoland’s advertising agency, is the 
director. 


Buys Shoe Store 

Port CLINTON, O.—-Fred Meckfessel. 
Jr., has purchased the Bender and 
Fought Shoe Store at nearby Oak Har- 
bor, O. 
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Direct Mail: 


sale. The following are some of the 
rules which can be followed: 

1. Answer the inquiry promptly and 
thoroughly. 

2. The inquirer should be thanked 
for writing. 

3. If an order does not result from 
the first follow-up, subsequent letters 
should be mailed at regular intervals. 
Each letter should contain some new 
information of value to the recipient. 

4. Each succeeding letter must make 
a stronger bid for the order. 

5. Additional incentives can _ be 
offered in the final letter of the series. 


Checking the Lists 


Very often, a direct mail advertiser 
uses two or three lists at the same time. 
If he is building a list, he may adver- 
tise in more than one publication si- 
multaneously. In any case, upon re- 
ceipt of orders or answers, he’d like 
to know the exact source of the suc- 
cessful campaign. If this knowledge is 
available, the same list or publication 
can be used again with less margin for 
failure. The information required is 
obtained by using a “key” or code num- 
ber which is contained on his reply 
card or coupon. 

There are many ways to key your 
ads. The number may be contained in 
the address number, or in requests such 
as “Write to Dept. 28” or “Send for 
Catalog GG.” Small _ identification 
marks can be used in the corner of the 


Effective Ad Medium—Ill 


[CONTINUED FROM PAGE 84] 


coupons. These, of course, vary in each 
publication or list and one can easily 
discover which is doing the biggest 
“pulling” job. 

But keying is only half the job. 
Keeping an accurate record of the re- 
turns is equally important. All replies 
should be checked thoroughly and 
classified according to the source. At 
all times, you will be testing publica- 
tions, lists, different types of mailing 
pieces. In this way, you can develop 
an invaluable plan for foolproof adver- 
tising, and virtually all waste adver- 
tising can be eliminated. However, be 
sure that the following rules are care- 
fully observed: 

1. If you choose a portion of the list 
to use as a sample, a fair specimen in 
quantity and comparative equal condi- 
tions must be employed. 

2. If you desire to compare one mail- 
ing with another, conditions must be 
nearly as identical as possible. 

3. Accurate records must be kept of 
all mailings and replies. 

4. From your tests, determine the 
most effective methods to use and ex- 
ploit these thoroughly. Change only 
after additional tests. 

Next month, we’ll discuss radio as an 
advertising medium and how a retail 
shoe merchant can use it effectively. 





The Ad-Viser Clinic 


The author solicits readers’ advertis- 
ing problems which will be treated in 


the Ad-Viser Clinic. Send your prob- 
lems and your ads to Mr. Settel, care of 
Boor AND SHOE RECORDER. There is no 
charge for this service. 


Dear Mr. Settel: 

Recently I opened the Carousel Shoe 
Shoppe. I am contemplating sending a 
posteard or a circular in the neighbor- 
hood. 

Can you give me any ideas as to the 
wording and contents I can use? I 
would appreciate any information you 
can give me. 


Thank you. 
Very truly yours, 
JOSEPH GRASOPINO 
Carousel Shoe Shoppe 
Bronx, New York 


Dear Mr. Grasopino: 

Your letter to Boot AND SHOE RE- 
CORDER has been directed to me. 

It is suggested that your postcard 
contain a simple message announcing 
that you have opened your store. You 
might run a special sale or give away 
free gifts to attract as many people as 
possible. All this information should 
be included in your postcard in as few 
words as will allow for a complete un- 
derstandable message. 

I hope that this information will be 
of service to you. 


Sincerely, 
IRVING SETTEL 





Washington Newsreel 
[CONTINUED FROM PAGE 56] 


Of the estimated 9,500 pairs made 
daily, only 2,300 are machine made. 
The remainder are made by hand ex- 
cept that the soles may be machine 
stitched. At least 2.3 per cent of all 
machine made shoes are for men. 

Most men’s machine made shoes are 
Goodyear welts, and most women’s 
McKay process. The bulk of children’s 
shoes are stitchdowns. Two small firms 
are trying the cement process, but with 
uncertain success. Aside from individ- 
ual shoemakers making and _ selling 
their output, hand-made shoes are usu- 
ally produced under contract to firms 
which supply the leather and shoe find- 
ings and receive the finished product 
for distribution. 

Practically all leather is 
Some of the smaller shops use local 
leather, but only in cheaper shoes, be- 
cause of the disagreeable odor. U. S. 
leather is considered superior and ac- 
counts for nearly all imports of upper 
leather and for three-fourths of the 


imported. 


% 


sole leather. Australia and China sup- 
ply small quantities of cheaper leather. 
In terms of the Philippine dollar 
($.50 in U. S. currency) retail prices 
are almost parallel to those prevailing 
in this country. Style trends follow the 
U. S. pattern, although there is a lag 
of two to three years in their accep- 
tance, according to some dealers. 





William S. Cohan 


CHICAGO—William S. Cohan, head of 
William Cohan Co., wholesale firm, died 
suddenly May 26 in Atlantic City, N. J. 
Mr. Cohan had been in attendance at 
the Popular Price Show in New York 
City earlier that week. He was 50 
years old. 

Mr. Cohan founded the wholesaling 
firm in 1940. Prior to that he had been 
in the shoe business for 30 years with 
A. S. Beck Co. and I. Miller & Sons, Inc. 
Funeral services, which were attended 
by many members of the shoe trade in 
Chicago, were held May 30 with burial 
at Rosehill cemetery. 


A widow, two daughters, and five sis- 
ters survive. 





Opens Branch in 
Western Canada 


CALGARY, ALBERTA—Armstrong Cork 
Canada Limited, with head offices in 
Montreal, has announced the opening 
of a branch office in Calgary, with A. 
H. McNaughton in charge. 





Chain Adds New Store 


GREENWOOD, Miss.—A complete line 
of shoes is featured by the new May’s 
store, recently opened at 415-419 Car- 
rollton Avenue, Greenwood, by the May 
chain of Greenville, Miss., which is 
owned by Robert May of Greenville. 
James L. Dickerson, of Greenville, has 
been named manager. The firm has 
another store in Greenwood, at Fulton 
and Market Streets; and other stores 
in Greenville, Belzoni, Indianola, and 
Hollandale, Miss. The firm is now in 
its tenth year. 


Boot and Shoe Recorder 














EB BOOT 

OSTESS ZIPPER BOOT 

£D ZIPPER BOOT 

ickey Mouse or Donald Duck design in chil- 
en's ond misses’ sizes; Teena design in grow- 
¢ girls’ sizes. White, Red, Brown. 

ONE RANGER COWBOY BOOT 

bite with Red trim in children’s and misses’ 
125; Ton with Brown trim or Black with Red 
m in children’s, misses’, youths’ and boys’ 
22s, 

SHU 

tkey Mouse or Donald Duck design in White 
Red. Children's sizes. 

ORM RUBBERS 

ckey Mouse or Donald Duck design in White 
f Brown, Children’s and misses’ sizes. 





SPORTING 


SEND FOR 
ILLUSTRATED 
CATALOG 


AND 


PORTI NG SHOE SALES CORP., 39 Chambers St., New York 7, N. Y. 


has FAMOUS CHARACTER 
FOOTWEAR ITEMS 


for rain or shine 


to PYRAMID YOUR VOLUME! 


Cartoon characters that children and grownups love — permanently vulcanized into 
the rubber in FOUR vivid colors — assure immediate promotion, year-round sales 
appeal! Smart styling, sturdy construction, top quality . . . perfect for tots, teeners, 
inbetweeners! For this season, the famous LONE RANGER character has been added 
to the other favorites. Feature SPORTING’S fine footwear throughout the year! 


Produced in Canada by SPORTING SHOE CORP. OF CANADA, LTD., 200 Bay Street, Toronto, Ontario 


“Wher it’s business you’re -ourting, be sure you’ve yot SPORTING!” 








REDUCE WRAPPING COSTS WITH 


THE HANDLE THAT SEALS THE PACKAGE 





With Carry-Pack you can utilize original shoe boxes 
as containers and please your customers because 
Carry-Pack not only seals the box but also provides 
a strong convenient handle. 


Available in a number of pleasing colors, Carry-Pack 
can be imprinted with your distinctive trademark, 
store name and provide extra advertising at little cost. 


Carry-Pack is fast — you can seal any package in as 
little as six seconds. 


If multiple purchases require a specially wrapped 
package, the Carry-Pack method is neater, faster, 
cheaper. The convenience of the Carry-Pack handle 
will make new friends for you. Carry-Pack Dispensers 
are supplied on a loan basis—no investment required. 


CARRY-PACK CO. LTD. 


932 WRIGHTWOOD AVENUE, CHICAGO 14, ILLINOIS. 








Help You, Mam? 


by 
FORREST F. CRANE 
C. B. Miller Shoe Co., Columbia, Mo. 


SPRING had arrived to turn many feminine eyes to new 
wardrobes. Easter was due in just three weeks. I was all 
set for big business in my little fourteen-chair shoe de- 
partment located in a corner of a busy department store. 
I had been very fortunate to secure the lease on this depart- 
ment. and through lightning contacts I had secured plenty 
of smart, attractive shoes for the coming Easter parade. 
It was grand to be out of uniform and into the trade I knew 
and loved. the shoe business. Things were running smooth- 
ly for me. In fact. I should have realized they were run- 
ning too smoothly. 

Joe and I might have been able to handle the Easter rush, 
but I felt I needed another man. I hired a young fellow 
who claimed he had sold shoes before. but I had no time 
to check into references. He reported for work the follow- 
ing Monday morning dressed in real “zoot™ clothing: a 
three-inch tailored collar on his white shirt: a vivid yellow 
necktie that stood out like a cannon flash at midnight; a 
long. sacky. navy blue pin-stripe drape coat: cream col- 

[TURN TO PAGE 101. PLEASE] 





Unusual Ad Features Branded 
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the house that Famous Brands built ! 
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Unique advertisement of Jas. F. Condon & Sons, Charles- 
ton, S. C., which appeared on Easter Sunday and Monday 
in local newspapers. Emphasis was on nationally adver- 
tised branded lines, and the "house" was built exclusively 
of brand names featured and promoted by Condon's. Re- 
lease of the ad was timed to coincide with Charleston's 
Azalea Week in which thousands of visitors came to see 
Charleston's famous gardens and to enjoy South Carolina's 
Azalea Festival. 
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Leather Markets 
Develop Firm Tone 


CuHIcAGO—There is an increasingly 
firm tone to the leather markets, and 
some sources are inclined to believe that 
slight upward price adjustments are 
inevitable. 

Both the sole and offal markets are 
a trifle better, although heightened de- 
mand is not evident as yet. Light bends 
continue scarce and a differential of 
between two and three cents prevails 
between the lights and the heavies. 
There is less interest in mediums than 
in heavies and lights. Strong rawstock 
market gives little indication that prices 
will ease for the present. Repair busi- 
ness is quiet, but it is hoped that sales 
to the finders will be stimulated when 
play shoes and other Summer footwear 
are more prevalent. 

The picture as it pertains to calf 
leather is a bit brighter, although price 
is still the stumbling block to some sales. 
There is a trend toward increased pur- 
chases of heavy calf, but the thing that 
is providing the greatest encourage- 
ment is the rising popularity of calf 
leathers for women’s shoes in the Fall. 
It is becoming difficult to obtain calf 
leather in the low to popular priced 
lines. However, retail stocks are said 
to be moving in good volume, and re- 
plenishments undoubtedly will be neces- 
sary. Manufacturers of men’s shoes 
are striving to bring prices into line 
for volume business and are pressing for 
lower priced calf leather. Black and 
brown are favorites, but there is a ten- 
dency to seek high colors. Green and 
blue continue in popularity, with wine 
also getting a good call. Red remains 
a question mark. It is reported that 
men’s weights are somewhat scarce. 

Kid leather is selling better than 
earlier in the season, but even at that, 
business is not considered good. There is 
increased demand for black glazed kid 
for Fall. However, black suede heads 
the Autumn list. Slipper kid is not too 
active, and linings are in fair demand. 
Crushed kid is rather quiet. 

Trading has improved on shoulders 
and bellies in the offal market, with 
bellies drawing good buyer interest. 
Single shoulders with heads on move 
fairly well. 

Shoe manufacturers are more inclined 
to place orders for sheep leathers, and 
there has been more activity in this 
market than previously. The number 
of orders seems to have expanded to 
some extent in the low and medium 
priced brackets. 



































Store Adds Shoes 


SALINAS, CALIF.—L. Bloom Sons Co.. sing, wah Bld, i gsi 
of San Jose, are the operators of the ain He Lait i 
women’s and children’s shoe department — 
in the new Fashion Department store. if LARGEST MANUFACTU OF WEDGIES 
Al Rosenthal, associated with Bloom’s i ri (Ti nee ht pi 
; . HORUS AG eT dud JR EERE aE ie a y 
in San Jose, is manager. 
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The Shoe Industry and the Booming Baby Market 


[ CONTINUED FROM PAGE 75] 


wanted to know where his back shoes were. When we 
told him we were following out instructions he had 
given us, he could not understand why we did not make 
an exception at this particular rush season period. When 
we told him that he raised the devil with us on numer- 
ous occasions because we had shipped back-orders, his 
answer was, ‘Well, it is different today. You should have 
known better.’ Now, of course, the back-order situation 
did not apply to all of our accounts, but it did apply 
to a great many of the larger ones. 

“What we and our salesmen are continually after our 
customers to do is: 

“1—To order from us weekly and only order the sizes 
they need. 


ine ; a : , 
‘2—Twice a year to anticipate in advance extra pairs 





MODEL SHOE STOCK FOR A JUVENILE STORE 
Infants’, Children's and Girls’ 


(NOTE: All figures are for one pair of each size unless marked as 











follows: * 2 pairs of each; ** 3 pairs of each; *** 4 pairs of 
each.) - 
Description of Shoe as A B c D E 
White Elk Moccasin Boot | 44 214-6 
White Elk Plain Toe Boot 78 «| 58 “Ss | 
814-12 812-12 Bia 12 
Brown Elk Plain Toe Boot 78 5-8 414-8 
814 12 Be 12 814-12 
Brown Elk Shark tip Boot ! By -12 812-12 
Brown Elk Shark Tip 13-3 Bl¢-12/ 8412 Blg-12— 
Oxford 1214-3 We 3 1212-3 
Patent Leather One-Strap 4-7 914-12 B12 815-12 Zs 
| 13-3 1244-3 | 12'2-3 
| 47 32-7 Me 7 
Brown Elk Moccasin 58 41468 328 | 3 3 815-12 
Unlined Oxford 814-12 | 814-12 1214-3 
1214-3 12h 3 
Brown Elk Shield Tio 58 | 4146-8 328 3 28 
Oxford 
BOYS’ s fp y 
Youths’ Wing Tip, Leather 1244-3 | (1212-3)* 12%, 
Sole 7 
ihe 
pee 
242-3 
Youths’ Shark Tip or | 1242-3 |(1214-3)** | (1214-3)* 
, Rubber or 
Leather Sole 
=< ~~ pel 312-9 2129 
ip Blucher (342-9)* 
Big Boys’ Straight 349 13 9 
Medallion Tip Bal . (31 , 
Boys’ and Big Boys 34-11 | 3 le 
Moccasin Blucher. 3%-3)* | (3-8)* 
Composition Sole 9,-11 8} aie 
Boys’ and Big Boys’ Pattern 34-9 | (31G8* 2159 
Shoe—Ghillie or Strap or . ss i 
Buckle or make-up 
Boys’ and Big Boys’ Pattern 314-9 (3-9)* 212-3 
or Ghillie of Crepe 
Youths’ Boy Scout : 41-43% 11-13% | 11-13% : 
Boys’ and Bio 8 Boys’ Boy 1-3 | 1-2 1-114 212-4 
Scout Mi 3%-12  (2%4-10)* | (2-10)* (444-6:° 
1044-12 10'2-11 612-9 
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they are sure they are going to need for the back-to- 
school and pre-Easter selling. 

“As an example, if an account sends us 10 to 15 pairs 
of sizes each week for at once delivery, and he is selling 
60 pairs of shoes average per month but expects to sell 
an additional 300 pairs during each of these peak selling 
periods, then we ask him to give us not an order for 300 
pairs, but to order 200 pairs in advance. Let us pack 
the shoes, hold until his specified shipping date. After 
the 200 pairs are received and he has a few days ‘of 
retail selling with these extra shoes. if he finds he needs 
the other 100 pairs. he can order the exact sizes and 
widths he needs and we can handle the order on time. 
By ordering this way, just for the two peak selling peri- 
ods, how can the retailer lose? 

*Let’s suppose the same customer wants his 200 pairs. 
or let’s say he wants the 300 extra pairs which he ex- 
pects to sell during either of these periods, and let's 
suppose he sells only 100 pairs, he could still have his 
stock in good shape by not sending his weekly orders 
to us for the next 30 or 60 days. 

“Now the result of ordering in the above manner is 
that the retailer has the shoes he wants when he want- 
them. He cannot possibly be hooked with mark-downs. 
for these are all staple children’s shoes. His stock. if he 
does not get an extra pair of sales. cannot be out of bal- 
ance or he cannot be overstocked for a period to exceed 
a month or two at the most: he just doesn't order 
weekly for a while. 

“Our aim is to give our customers the sizes and widths 
they want when they are most needed. We take a tre- 
mendous gamble by carrying a huge inventory: and 
with this we fail to give our customers what they want 
because they do not give us a chance to ship the shoes 
out because of the method and lateness in which they 
place their requirements to cover these two peak juvenile 
selling periods. 

“If the average children’s shoe manufacturer stocked 
a lot of high style shoes, that would be a different story. 
There are no mark-down shoes in the juvenile field that 
covers 90 per cent of the retail sales. so what can the 
retailer lose by working closer with the manufacturer 
en a basis similar to the above? My answer is, he 
On the other hand, he has much 
to gain, many customers to satisfy and many additional 


cannot lose anything. 


pairs will be sold. 

“We realize that the stores have their problems too; 
particularly does this apply to department stores where 
higher ups tell the shoe buyer, “You have too much 
money invested in your shoe departments now, and 
doesn’t the factory you buy children’s shoes from have 
an in-stock department?’ The buyer’s answer is ‘yes, 

[TURN TO PAGE 96-H, PLEASE | 
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Shoe Store Caters 
To Suburban Trade 


[CONTINUED FROM PAGE 82] 


two heights where children of different 
sizes may be comfortably fitted with 
shoes. 

The exterior of the store is a red 
brick building. The architecture blends 
in good taste with the beautiful homes 
and well kept lawns that surround the 
streets here. The only shoes on display 
are those in the novel street window. 
The customers who buy shoes here are 
well acquainted with the nationally ad- 
vertised brand names of all the better 
shoes and have definite ideas about 
what they want. The shoes sold here 
which are mostly in demand by these 
suburbanites are tailored styles and 
those suitable for spectator sports, 
country walks, and active sports wear. 

Edwin’ Cuzner is the manager of 
Steigerwalt’s Country Store and has 
been associated with the store on Chest- 
nut Street for twelve years. 


Moccasins Offer 
A Variety of Patterns 
[CONTINUED FROM PAGE 69] 


in its own right, this shoe has opened 
up a world of new interest for the 
whole moccasin family. 

The customer who has learned of the 
amazing comfort of the true moccasin 
in a loafer, turns willingly to a crepe 
sole blucher version or some other mem- 
ber of the family of the moccasin for 
variety or when a heavier shoe is re- 
quired. And the loafer has left its im- 
print on such widely diverse segments 
of the industry as slippers and jodhpur 
boots. 

Newest wrinkle in moccasin promo- 
tion is the use of Scotch grains in two- 
eyelet raglan bluchers and jodhpur 
boot styles. Always a college man’s 
leather, Scotch grain gives these types 
the ruggedness and heft so admired on 
the campus. Hand sewing of foreparts 
and moccasin construction make them 
extremely flexible and free and easy 
fitters. 

With the market offering so many 
interesting patterns, all in genuine 
moccasin or modified moccasin construc- 
tion, why not build a_ back-to-school- 
and-campus promotion around the moc- 
casin exclusively? 


Buffalo Store Has New Buyer 

BUFFALO, N. Y.—Sam Silvergold has 
been named buyer of better shoes at 
J. N. Adam & Co. Mr. Silvergold, who 
has been associated with Sibley, Lind- 
say & Curr in Rochester, moved here 
June ist. He succeeds the late Fred 
Pike. 
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Chalk up another first for Chairmasters, creators of fine shoe store furniture! 
It’s the Kiddy-Fitter, first new idea in furniture for the children’s shoe 


department or store in a generation. Designed to catch the child’s eye, it’s 
engineered for durability and safety, keeps kids happy and parents 
comfortable while you fit tiny feet. 


Kiddy-Fitter’s distinctive styling conforms with your present seating instal- 
lation or Chairmasters can show you 30 other styles to go with it. 


KIDDY-FITTER was the sensa- 
tion of the recent PPSSA show. 


INC. 
4451 THIRD AVENUE - NEW YORK 57 


WRITE OR WIRE FOR CATALOG AND PRICES OF OVER 30 STYLES OF CHAIRS 
are 





British Manufacturers course, show only women’s footwear. 
Latest styles in children’s and men’s 

Plan Shoe Show footwear will also be exhibited. Men’s 
LONDON, ENG. — Britain’s quality styling has seen many startling 


manufacturers are now planning their Changes during the past year and 
models for the next “Fashion in Foot- Britain’s manufacturers have kept 
wear” exhibition to be held at Gros- Pace with these developments. 
venor House, Park Lane, London, from 
October 10th to 14th, inclusive. 
Encouraged by previous success, To Open Branch Store 
manufacturers are concentrating on CoLumMBus, O.—Evans & Schwartz, 
creating new lines for the event. The who have operated a shoe store at 479 
best of the models will be reserved for North High Street since 1888, have 
the Footlight Parades, special high jeased the property at 2461 East Main 
fashion feature of the exhibition. Street and will open a branch store 
“Fashion in Footwear” will not, of there August 1. 
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The 7,500,000 workers who are each investing un the 
average of $20 per month in Savings Bonds 


Here’s a sales force that’s helping to win economic peace 
of mind for the nation. It already has dealt heavy blows 
to inflation, fear, and doubt. This sales force is comprised 
of people who really are doing something to build security 
and protect the American way of life. 


They are building security for themselves by buying 
Bonds. Every $3 they invest will pay $4 at maturity. 

They are building security for their companies. As 
each Bondholder’s own sense of security increases with 
his Bond purchases, he becomes a better worker. Plant 
morale improves. Production increases. Absenteeism, 
labor turnover, and the accident rate all decline. Concur- 





The executives of the more than 20,000 companies that have 
sponsored the Payroll Savings Plan 


The employees who serve as volunteers selling U. S. 
Savings Bonds to their fellow employees 


rently relations between employer and employee improve. 


They are building security for the nation. Savings Bond 
dollars are deferred purchasing power—an assurance of 
good business to come. The Treasury uses net Savings 
Bond dollars to fight inflationary credit potential in the 
banking system by retiring short-term bank-held Federal 
securities. 


If your company isn’t an active part of this sales force, 
better join now and get in on the benefits! Full informa- 
tion is available from your State Director, Savings Bonds 
Division, U. S. Treasury Department. Phone him or 
write the Treasury Department, Washington 25, D. C. 





The Treasury Department acknowledges with appreciation the publication of this message 
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This is an official U. S. Treasury advertisement prepared under the auspices of the Treasury Department and The Advertising Council. 
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Yale and Princeton 
Want Them Classic 


[CONTINUED FROM PAGE 67] 


plain toes account for 75 per cent of 
the oxford volume, wing tips 15 per 
cent, moccasin fronts the remaining 10 
per cent. Decker’s figures check out 
too; nearly everyone on the campus 
wears a plain toe, five-eyelet bal or 
blucher, in cordovan or tan Norwegian 
with leather or heavy crepe rubber sole. 
The cordovan wing tip brogue, which 
is a college classic the country over, is 
the standard brogue at Yale and 
Princeton. When they buy this shoe in 
tan calf they turn to cordovan for their 
plain toed blucher. 

However, Decker points out that far 
and away the most favored leather in 
the plain toe blucher is tan Albion 
grain. 

Still a prime favorite at both Yale 
and Princeton is the white buck blucher, 
plain toe oxford with bright red rub- 
ber sole. Occasionally a saddle will re- 
place this type. Moccasin fronts main- 
tain a small, if steady, volume and 
hold on year after year. However, when 
the student buys a golf shoe, his first 
choice is nearly always the moccasin 
front type which indicates a growing 
acceptance for this type and more fa- 
vor for it in the long run. 

For evening dress or dancing, Yale 
and Princeton men want black patent 
leather, not reversed calf, and not mid- 
night blue or green. They want ox- 
fords, not tie loafers of any type or 
description. The tie moccasin evening 
shoe thus far remains nothing more 
than a conversation piece. While being 
fitted to a conventional five-eyelet ox- 
ford, they may mention having seen 
such a shoe. Few if any ever ask for 
them. 

Reversed or brushed leathers are 
notable for their absence on the Yale 
and Princeton campuses. Students 
seemingly have no real aversion to 
them but thus far, for the most part, 
they seem to be completely unaware 
of their fashion existence. Perhaps 
their tradition for wearing such a 
limited number of styles and buying 
them only in a first and second choice 
of leathers accounts for it, but here 
again these campuses show their aver- 
sion to becoming a promotional guinea 
pig. 

Decker has a hunch that Yale and 
Princeton may add some sort of low boot 
to their list of accepted footwear this 
Fall and Winter. The students, many of 
them ex-G.I.’s, were already aware of it 
last Winter, and if such a boot were 
available, then undoubtedly it would 
have sold if, perhaps, only in limited 
volume. 

Campus shoe selling, as practiced in 
New Haven and Princeton, is real 
down-to-earth merchandising complete- 
ly devoid of the many frills and pro- 
motional furbelows one usually asso- 
ciates with this type of retailing. 
These college students doubtless have 
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Fixey 








“Pixey” goes to School 


STYLE No. 007 (6.8 wedge). 
Popular colors are red, sun cop- 
per, Kelly and black suedes... 
and Hopi tan leather. S,N &M 
widths. Sizes 3-10. Delivery with- 
in 20 days. Suggest you place 


trial order now. *H25 


N 30 


more than the average number of shoe 
dollars in their budgets, but it remains 
a remarkable feat nevertheless that a 
three or four pair average annual sale 
can be made from such a slender con- 
centrated group of styles. It is further 
proof of the fact that once he has been 
sold on basic classic patterns, the per- 
son of good taste usually stays with 
them as a nucleus for, or all the com- 
ponent parts of, a complete shoe ward- 
robe. Incidentally, when one can think 
and sell in terms of four or five pairs, 
the much “booted” about term “shoe 
wardrobe” does not seem too impossible 
of realization. 


BocT 


HIT of the SHOWS 
for CAMPUS WEAR 


Styled and made in California 
for teenagers and campus 
Belles. Acclaimed by America’s 
best stores as the style sensa- 
tion for back to school 
promotion. Pixey boot 
will ring the bell for you 
in the $8.95 retail field. 






OF CALIFORNIA 


217% SOUTH SPRING STREET 
LOS ANGELES 12, CALIFORNIA 


New Chandler Store Opened 


Los ANGELES—A pair of nylons was 
given free with the purchase of each 
pair of shoes on the opening day of 
Chandler’s new shoe store at Seventh 
and Olive Streets, Los Angeles, re- 
cently. Decorations have been carried 
cut in the French style. With the 
Eiffel Tower in the background, the 
windows were dramatized with figures 
of French characters. The interior, de- 
signed by Architect I. Herman Kanner; 
is done in harmonizing shades of char- 
treuse and grey. 
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All the family’s 
shoes ... 





NOT RUBBER! 
NOT LEATHER! 
NOT PLASTIC! 


The finest soling material that modern science can 
produce is unquestionably CAT-TEX! Thrift-wise 
mothers, who know from experience, insist on 
the longer wear CAT-TEX and only CAT-TEX 
delivers! But extra wear isn't the only advantage— 
CAT-TEX soles are waterproof, lightweight, flexible, 
non-slip and extremely comfortable 

underfoot. On the shoes you 
manufacture, CAT-TEX will be an 
important extra selling feature 
that wil! make sales soar! 


CAT’S PAW RUBBER CO., Inc. 
Warner & Ostend Sts., Baltimore, Md. 









Write for 
samples 


& details 
now ! 


Made by the makers of famous Cat's Paw products 
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The Shoe Industry and the 
Booming Baby Market 


[CONTINUED FROM PAGE 96-D] 


and then he is told to wait a while and buy them next 
month. Too many are doing just exactly that. 

“It seems to me that if a fellow can’t lose, but must 
win, that is the kind of a gamble to take and that is 
exactly the kind of a gamble he can play with the 
juvenile manufacturers who carry in-stock departments. 

“There is one other thing ‘that we believe would do a 
lot of good and that is if the juvenile departments were 
set up on an inventory basis either by dollars or pairs 
by runs. By this I mean there should be a minimum 
investment on pairs in baby shoes, a minimum in in- 
fants’, a minimum in child's, misses’, growing girls’, 
rubbers. slippers, socks. If this were done, all the money 
might not be spent on three or four hot, fast-moving 
mark-down growing girls’ styles with no money left for 
the staple misses’, infants’, or children’s sizes. I realize 
that it is not our business to tell the retailer how to set 
up his inventory; but if he would do this and have a 
minimum for each size run and not for the department, 
and a maximum for the two peak selling periods, the 
store would have the shoes it needed and would sell a 
lot more pairs and would get a lot more traffic.” 

It seems apparent that something should be done to 
level out the peaks and valleys in children’s shoe pro- 
duction. When we at the RECORDER received this letter, 
we put our heads together to see what could be done. 
We finally came up with the idea that what was needed 
was a definition of a minimum shoe stock, without which 
a retailer could not operate efficiently. We asked lots of 
questions; we spoke to many people; we obtained actual 
figures, and we are reproducing them for you in this 
issue. If you will consult 96-D, you will have before 
you what we believe to be a basic minimum stock of 
juvenile shoes, in the sizes and widths which are most 
wanted. 

The idea behind this table is the same as that sug- 
gested in the manufacturer’s letter above. Fill in weekly 
on sizes which are short. and you'll find yourself oper- 
ating at all times with a well-balanced inventory of 


juvenile shoes. 





Home Service Fitting Promoted 


HamiLton, Ont.—Robert Wilson Shoe Stores, Limited, 
promoted their home fitting service recently with an eye- 
catching newspaper ad built around a photo of two trucks 
used in the home service operation. 

The trucks were parked in front of the store. The ad 
caption read: “Not One—But Two. Home fitting service 
at no extra charge.” 





Buy Savings Bonds 
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Gator Guy 


ONE look at an alligator skin is enough for V. P. Baran, 
of Harrison, N. J., to tell where it came from. Mr. Baran, 
president of Peter Baran and Sons, Inc., processors of a 
major percentage of the world’s supply of alligator skins, 
has spent 28 years in the business. He has spent 11 years 
in the field. supervising hunts in North and South America. 
The firm also maintains contacts with crocodile hunters in 
Africa. 

“The difference lies in the grain markings.” the stocky 
Jerseyan explained. “However, there’s very little difference 
in the texture of the finished leather.” 

Mr. Baran is an executive who has successfully com- 
bined business with pleasure and adventure. When he was 
19 he joined his father who had established the business 
soon after he’d arrived from Czechoslovakia. A short time 
later the younger Baran made his first journey into South 
America’s ’gatorland. 

“The first hunts were thrilling.” he recalled. “Travel, 
adventure, and danger. Later. the jungle became monoto- 
nous. Too many insects and other pests. Now, it’s mostly 
a business routine.” 


Regular Trips for New Supply Sources 


Every year Mr. Baran travels to Florida. Louisiana. 
Mexico. Central America. and South America. He also 
makes side trips to find new supply sources. for popular 
demand for alligator shoes. luggage. handbags and acces- 
sories has greatly diminished the supply of grown ‘gators. 
Baby reptiles are valuable only to souvenir hunters. 

Mr. Baran doesn’t hold to sport-shooting alligators. 
Unless shot between the eves the skin is damaged. and 
unfit for commercial use. 

“"Gators are too wicked.” he said. “Mature reptiles 
weigh from 150 to 800 pounds. and measure from 5 to 17 
feet in length. Since they are hunted at night, it’s quite a 
ticklish set-up. Especially. if you miss the first few shots. 
Although I’ve never seen a person attacked by a ‘gator 
I've heard of knives. watches. and similar items. being 
found inside a “gator’s stomach.” 

The bulk of commercial hide hunting is done by natives 
within the area because they are familiar with the ‘gator’s 
favorite wallowing grounds. Since natural coloration pro- 
tects the amphibious monsters during daylight hours, all 
hunting is done at night. 

“The bunting is from a canoe.” Mr. Baran explained. 
“Two men work as a team. One man has a carbide lamp 
attached to his hat. His partner carries a harpoon tied to 
a sash cord. While they paddle about the area the lamp- 
man moves his head from side to side to spot a “gator. A 
“gator is located when a pair of blazing eyes move toward 
you out of the night. 5 

“The hunt team then goes into action. The ‘gator is 
harpooned, then hauled into the canoe by the sash cord. 
Next, the ‘gator is walloped on the head with a home-made 
mallet. The blow must be just right, and powerful enough 
to kill the ‘gator. Otherwise, the réptile will struggle 
viciously, and might upset the canoe.” 

After the kill the team skins the. reptile. Choice parts 
of the tail section are cut out for steaks. “Gator eggs are 
also considered a native delicacy. However, Mr. Baran 
passes up these rare treats. 

“I have a civilized squeamishness,” the ’gator guy said. 
“Anyway, I prefer ‘gators in a leatherized state.” 
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TRADE BUILDERS 





A TRADE BUILDER 
stock right at your 
own back door! 


40 distributors ready 
to serve you with 
same day or 
overnight service. 











I. 














Style NICK 
Military type plain toe 
oxford made of Armour's 
brown kip upper leather. 
Full natural grain leath- 
er quarter lining. Heavy 
oak bend sole. Steel 
arch support. Box toe. 
Half-rubber heel. An- 
tique rubbed finish. 
Ankle fitting combina- 
tion last. 

YOUR COST $5.70. 


Slightly higher Denver 
West. 


B,C, DandE 


Sizes 
6-12 

















Write for the name of your 
nearest TRADE BUILDER 
wholesaler now! 

TRADE BUILDERS Top Quality leathers and 


durable construction assure longer wear 
and greater value. 


TRADE BUILDERS excellent fitting qualities 
guarantee the maximum in foot comfort. 


TRADE BUILDERS features mean more repeat 
business for you, and 


TRADE BUILDERS unique system of distri- 
bution gives you easier inventory control — 
less capital invested — and more profit 
per pair. 


M. T. SHAW, INC., Coldwater, Mich. 
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College Promotion: Chicago Style 


schools and colleges in the Chicago area. 

For the most part, for both women 
and men, college promotions are placed 
on a fashion or “what to wear basis.” 
Assistance in planning the proper ward- 
robe and choosing the correct shoes and 
other accessories is more important 
than price. Fashion boards of both 
sexes to select apparel appropriate to 
various schools and geographic areas 
are almost universal in promotions, 
with method of presenting their views 
varying from store to store. 

Last year Marshall Field & Company 
referred to its college presentations as 
“Campus Convention with delegates 
from 23 colleges here to swing your 
vote toward leading fashions for the 
new term.” Complete outfits for all 
campus activities were shown in a fash- 
ion show on the opening day the first 
week in August. A part of the sixth 
floor was given over to a College Shop 
where shoes and other accessories were 
assembled with wardrobe selections. 

Shoes shared a full-page advertise- 
ment with sweaters and skirts. Flats, 
regarded as appropriate for sweater 
and skirt wear were featured in seven 
styles, including a close-up photograph 
of a two-strap wedge sandal. During 
this period a half-page was devoted to 
ballerina types, referred to as “College 
Beaux.” These were mentioned as 
Field’s own exclusive variations of bal- 


[CONTINUED FROM PAGE 76] 


lerina shoes “in colors and leathers you 
asked us for.” In keeping with the col- 
lege theme, the shoes were given Greek 
names, Gamma, Kappa, and Theta, 
being featured styles. 

Field’s back-to-school promotions were 
aimed at all age groups from young 
children through college, and shoes fea- 
tured in promotions included not only 
the regular fifth floor shoe sections, but 
the fourth floor children’s department 
and Young Teen’s Shoes. Young Teen’s 
suede shoes were offered in sizes 4 to 10 
in one special promotion. 

In men’s and boys’ presentations, 
shoes are frequently keyed to other ac- 
cessories in coordinated promotions. 
This was the case last year in back-to- 
school activities. Four pairs of shoes 
were listed as essential for the average 
college wardrobe for men in a special 
pamphlet entitled, ‘‘College Cues” issued 
by the Store for Men. This included one 
pair each of brown, black, crepe or rub- 
ber sole styles, and moccasins. A pair 
of fleece-lined boots for cold and snow 
and a pair of rubber overshoes for 
warm and occasional rain were also 
listed. 

An all-American football smoker 
staged on a Saturday in mid-August 
was held for college men with football 
stars and other sports celebrities pres- 
ent. An assembled college wardrobe, 
also selected by the athletes, was on 


display in the Quadrangle, the Shop for 
College Men. A similar promotion was 
used for high school men, with a pro- 
motion of assembled accessories “in the 
height of he-man fashions from the 
Fourth Floor High School Square.” 
Shoes included a shoe with Dutch toe 
and heavy composition sole and a bur- 
gundy leather with three-decker leather 
sole. 

“Foot notes on the Subject” was the 
term applied by Carson, Pirie, Scott & 
Co. to the shoes featured in its back-to- 
college promotion. An entire page of 
the store’s ten-page special college mag- 
azine was devoted to shoes. “Welcome 
to Campus Green” was last year’s 
theme, with girls representing twenty- 
nine colleges all over the country, serv- 
ing on Carson’s College Board. 

Chas. A. Stevens & Co. featured the 
fact that the store (a women’s specialty 
shop) had “seven floors of college shop 
and 49 females to give a hand.” All 
merchandise was offered in individual 
small advertisements, with a number 
devoted to single shoe types. These in- 
cluded one on ballerinas and another on 
casuals. 

Baskin’s, a men’s and women’s cloth- 
ing store, devoted a full page to a Bas- 
kin Basic “Back to College Wardrobe” 
for men selected by college men. Shoes 
were included in coordinated ensembles 
of “College-Wise Accessories.” 





A Service Business 
Pays Off 
[CONTINUED FROM PAGE 72] 


on sales. He points every effort to school 
promotions. He believes that his entire 
Fall business depends on what is done 
in school promotions. 

As for the other side of the fitting 
stool, the salesman or woman, “Char- 
acter counts more than experience, even 
more than ability,” says Mr. Atlas, who 
prefers to train novices. He feels that 
they carry out policy better, having no 
bad habits to unlearn. Once the train- 
ing period is complete, education doesn’t 
stop. A dinner-meeting for all em- 
ployees is held every month. At this 
meeting, policy, fashion, merchandising 
problems, promotion plans, window dis- 
plays and other problems are thorough- 
ly thrashed out in open discussion. A 
general discussion is also held on 
methods of doing business for the pe- 
riod ahead. Every individual plays an 
important part, because all are con- 
sidered to be potential executives—and 
are treated as such. Mr. Atlas believes 
it is as important to personalize his 
organization as to personalize his busi- 
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ness. This attitude permeates the en- 
tire organization from Mr. Atlas to 
his employees to his customers. 

The appearance of the three stores 
in Passaic, East Orange and Hacken- 
sack is similar: very simple, almost se- 
vere, to attract both the children and 
teen-age customer. But the stores are 
colorful, for a great deal depends on 
color for attractiveness. Windows are 
continually merchandised for best sel- 
lers. Four changes of the entire window 
set-up are made in a year. The win- 
dow display plans are made within the 
company, and are executed by store 
personnel on the theory that they can 
interpret needs better than an outsider 
can. 

Mr. Atlas has had an extensive shor 
career. He bought children shoes for 
Lit Brothers of Philadelphia from 1933 
to 1943. He joined Edison Brothers of 
St. Louis in 1943, and stayed with them 
until 1946, when he opened his own 
store in Passaic, in August of that 
year. Examples of the success of his 
policy are the additional stores which 
he opened in East Orange in March, 
1947 and in Hackensack in August, 
1947. He plans to add two more units 
in the near future. What could be bet- 
ter evidence that honesty pays? 


Service Established for 
People with Mismated Feet 


St. Louis.—Hundreds of persons who 
have mismated feet or who have only 
one foot and have consequently been put 
to the expense of buying whole pairs 
only one of which could be used, have 
been aided during the past year by the 
National Odd Shoe Exchange estab- 
lished here at 6267 Clemens Avenue by 
Ruth C. Tobin, who herself has mis- 
mated feet as the result of polio. 

Originally the project was begun as 
a free service, but it has grown beyond 
the expectations of its founder. In or- 
der that this essential service be con- 
tinued and the largest number of people 
he served, a nominal registration fee is 
now necessary. 

Says Miss Rubin, “The Naticnal Odd 
Shoe Exchange cannot guarantee that 
everyone will be immediately successful 
in finding ‘mismates.’ However, the past 
vear’s experience has proved that hun- 
dreds of persons have found their ‘mis- 
mates.’ As the registration grows (and 
it is increasing daily), the service will 
be more and more helpful. Many have 
already saved considerable sums of 
money through the exchange.” 
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Warns Against Tetanus 
From Foot Wounds 


NEw YorRK.—A vacation warning to 
mothers was sounded recently by the 
American Foot Care Institute, alarmed 
at the menace of tetanus infection 
caused by injuries from upturned nails. 

The likelihood of tetanus infection is 
greatly increased at this time of the 
year because people spend more time in 
the country and are likely to be careless 
about their footwear in farm environ- 
ments. Reason for the tetanus menace 
is that the germ is very much at home 
in the vicinity of livestock. Podiatrists’ 
and chiropodists’ records show that the 
incidence of tetanus is much more fre- 
quent where nails penetrate the foot 
deeply than where the skin is punctured 
only at the surface. They recommend 
keeping a sharp lookout for upturned 
nails, and caution against allowing 
children to wear flimsy or casual foot- 
wear when playing or working in rural 
regions. : 

Mothers were cautioned not to neglect 
any lesions of their children’s feet. 
Damage from nails or other sharp ob- 
jects should be looked after immediately 
by local chiropodists or doctors, who 
will be able to determine from the na- 
ture of the wound whether special pre- 
cautions, such as anti-tetanus injec- 
tions, are needed. Where there is a deep 
puncture, no one should be misled by 
the fact that such wounds do not tend 
to bleed freely. This kind of lesion, 
which is acquired by stepping directly 
on an upturned nail either barefoot or 
with a shoe having flimsy sole, can lead 
to tetanus because of the introduction 
of anaerobic bacteria (which do not re- 
quire any air for growth). In cases 
where the nail has been deflected by the 
presence of an adequately protective 
sole, the wound will possibly bleed more 
freely, but the laceration will be super- 
ficial and can be cleansed and dressed 
very simply. In such cases the danger 
of tetanus is at a minimum, it is said. 





Morrison Made Vice-President 
Of Shoe Store Chain 


St. Lovuis—Diana Shoe Stores Co., 
a seven-unit chain with headquarters 
here, has announced the election of 
Lawrence A. Morrison as vice-presi- 
dent. 

Mr. Morrison was sales manager of 
Mathes Shoe Co. for 20 years and 
when that firm sold out to the John 
Irving Shoe Co., of Boston, he was 
made western representative of the 
combined organizations, a position he 
left several months ago to join Diana. 

Coincident with the announcement 
of Mr. Morrison’s promotion, the firm 
also announced the opening of a large 
popular priced shoe store in Gary, 
Indiana; plans for the opening of two 
more units this year; and the June 1 
move of their offices and warehouse 
here from 2718 Cherokee Street to 
much larger quarters in the Cole 
Building at 8th and Lucas Avenue. 
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Letters to the Recorder 


State Shoe Stores Next? 


Editor, BOOT AND SHOE RECORDER: 


There is a reduction to the absurd in 
this matter of government control. 
We can state with some assurance that 
the community should operate a water 
plant, perhaps even a power plant—but 
there is a sphere for private enterprise, 
even in such matters which are of com- 
munity-wide interest. 

We consider it a proper function of 
government to regulate licenses to drive 
an automobile or to practice medicine— 
but once we’ve passed the examination, 
so long as we adhere to the rules laid 
down for the protection of our fellows, 
we want to do the driving ourselves. 

Look out: it’s the doctors this time. 
Next time, there will be some who will 
prove to too many of the kind-hearted 
that the government should operate 
all shoe stores. 

Why not? Doesn’t everybody need 
shoes? Weren’t shoes the only article 
of clothing rationed? And isn’t it true 
that many people don’t have all the 
shoes they need? Surely you’ll admit 
that many people can ill afford what 
shoes they do buy. Many people must 
wear inferior shoes because they can’t 
afford the best. 

There are too many shoe stores any- 
way. It is wasteful competition. Under 
governmental! control, we’ll have fewer 
stores, and people will get their shoes 
free. It is true that they’ll have to 
stand in line for permits, after they 
produce the necessary documents of 
necessity with supporting affidavits, 
notarized, of course, in triplicate. And 
for Hack Shoes, they’ll need certifi- 
cates in quintuplicate, from three doc- 
tors, including one orthopedic special- 
ist, attesting to their degree of disa- 
bility. Naturally, the rules and required 
forms will be changed periodically, 
without notice. 

The State Shoe Stores will be open 
at specified hours, 10-12; 2-5, no Satur- 
days or holidays. All those not fitted 
by 5 will be required to return on the 
next business day. 

There will be no fitting stools. You 
will try on your own shoes. There will 
only be one style. Different styles are 
wasteful of materials and stock space. 

There will be one shoe fitter to each 
15,000 persons. Each State Store will 
have a manager and an assistant man- 
ager as well as two stock men, two 
porters, two cashiers and two record 
clerks. Also a stenographer for the 
manager and a clerk-typist for the 
assistant manager’s office. 

Cities and counties will be sub- 
divided into zones, each of which will 
have a Zone Supervisory Office. The 
Zone Supervisor will have an assistant, 
two stenographers, three record clerks, 
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three “shoppers,” and a maintenance 
crew consisting of a carpenter, painter, 
plumber, electrician, heating engineer 
and their assistants. The Zone Super- 
visory office will collect and bulk all 
orders for replenishing of stock for for- 
warding to the next higher echelon. 
This will be repeated at all echelons 
with a subsequent time lag in transit 
of all orders of about six months. 

The City or County Director will 
have adequate staffs including shoe 
store architects and a central ware- 
housing executive. 

At the State level. we will have a 
Managing Director of Shoe Stores for 
the State. He will be responsible to the 
Federal Regional Coordinator for Shoe 
Stores who in turn will be under the 
Fedéral Director of Shoe Stores, in the 
Federal Security Agency. 

And everyone will have fallen arches 
from standing in line to get their shoes. 

Do you really want State Medicine? 

Very truly yours, 
Morton HAck, 
Hack Shoe Company, 
5th Floor. Stroh Bldg., 
Detroit 26, Mich. 





As True as Last Year 
Editor, BooT AND SHOE RECORDER: 


A clipping from your Talk of the 
Trade page of August ist last year 
popped out of a folder in one of our 
files. Impressed at the time with what 
George Pike of Providence had written 
about educating women to pay as much 
for white shoes as for black and colors, 
I had placed this clip for attention this 
Summer. Reading it, I find it more 
pointed than last year. 

We retailers are .as much to blame 
for the trading down on white shoes 
as our customers. Just between our- 
selves, Took at the highly perishable 
shoes being sold successfully this sea- 
son at regular price—shantung, straw, 
linen. Would we dare promise a woman 
she can wear these shoes next Summer 
too, after enjoying a full season’s use 
this year? 

Yet we have merchandised white 
shoes, solid and trimmed, for years 
with full assurance that they are for 
more than one season’s utility. So why 
do we bow down on buying white shoes 
if this Summer proves women will pay 
for perishables? 

The answer of course is presentation 
and fear of competition. I favor your 
reprinting Mr. Pike’s message as a 
necessary education to buyers, partic- 
ularly with reports on what the same 
scared retailers are accomplishing on 
short-lived Summer shoes. 

Yours very truly, 
WES CHESTER 


The statement of Mr. Pike referred 
to in the above communication is as 
follows: 


“It seems to me the shoe industry 
would benefit from a_ well-planned 
and comprehensive public relations pro- 
gram, to be carried on over a period 
of several years. To me the industry 
is in need of a good educational pro- 
gram that would correct some of the 
difficulties we now face. 

“For one thing, such a program 
could attack the idea most women have 
that they will not pay as much for a 
pair of white shoes as for other types. 
Women expect to find the same quality, 
the same good fit, the same wear from 
whites, but they do not want to pay as 
much. Their argument is that they do 
not get as much wear from them, hence 
do not want to put so much money in the 
purchase. 

“If women would stop to figure it out 
I believe they get as much wear out of 
whites as any other shoe. The average 
woman wears white shoes for three or 
four seasons, the last couple of seasons 
as second shoes. For another thing, she 
generally wears the white shoes -con- 
stantly throughout the late Spring and 
Summer, whereas in Winter, she 
changes about and wears a variety of 
shoes— which further adds to the 
amount of actual wear. 

“Another idea that could be discussed 
would be the relatively small profit de- 
rived from the sale of a pair of shoes. 
A woman sees shoes being sold for, let 
us say, six dollars. She then jumps to 
the conclusion that a ten dollar pair 
of shoes nets the retailer four addi- 
tional dollars. I think it would surprise 
many women to realize the margin of 
profit retailers really derive from a 
pair of shoes after all expenses and de- 
ductions are taken. 

“The idea could be expanded to in- 
clude many other problems. I believe 
the public holds many erroneous ideas 
about shoe retailing, and I think an 
industry-wide program of education 
would correct many of them.” 





To Open Shoe Department 

CuHicaco—A children’s shoe depart- 
ment will be a part of the Beyda 
Brothers new infants’ and children’s 
wear shop to be opened here soon at 
2775 Milwaukee Avenue. The firm, 
which carries baby shoes in two other 
shops in the city, will include up to 
size 3 in the new store. A small stage 
equipped with toy horses for the 
smaller children and six chairs for the 
older ones will be features of the new 
shoe department. 
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Help You, Mam? 


| CONTINUED FROM PAGE 96-B | 


ored, baggy trousers that stopped off suddenly about six 
inches above his shoes to reveal socks more yellow than the 
necktie. On his feet were very red shoes. I asked him 
sedately to dress more conservatively for the following day, 
then I put him to work in the stockroom learning our stock 
system. 

Joe and I handled the customers very well that morning 
and were able to keep out of trouble by turning the cus- 
tomers over fast. We sold them quickly, or we let them 
walk out empty handed if they were too difficult. We sold 
high styled, popular priced, fast moving women’s shoes. 

I finally took time to get a bite to eat. I was feeling 
grand. for business was good and the future looked bright. 
The sun was shining. I was hungry. As was my habit, I 
hurriedly downed a bacon-and-tomato sandwich and a 
milk shake. Arriving back at the store, I entered through 
the revolving glass door behind a large woman who pro- 
vided fine interference. Above the hum of voices and 
shuffle of feet, I heard a booming voice shouting. “HELP 
YOU. MAM?” 

I stopped where I was. No, this couldn’t happen to me! 
But it was! Again I heard this booming voice shouting. 
“HELP YOU, MAM?” 

There, in the opening to my shoe department was my 
new employee, Paul. leaning over and addressing each 
woman passing our shoe display. My gosh, instead of 
attracting them into the department. he was driving them 
away. This couldn’t continue. I took Paul’s arm and firmly 
led him to my office. There I sat down. lighted my pipe. 
and juggled thoughts and words in my mind. I wanted this 
young man to understand what I wished to express to him. 

Joe arrived arrived and took the floor. I discovered he 
had had a five-minute recess with no customers. Deciding 
| was due back, he had taken departure for a quick lunch, 
too. He had instructed Paul to seat the customers until I 
arrived. Paul couldn’t even get them into the department. 

“Paul, I don’t know where you have sold shoes before. 
and I don’t care.” I started. after taking a full draw from 
my pipe. “I do know there are certain basic rules that must 
be applied in the selling field. Most of these especially 
apply to selling shoes. You must learn them. 

“The first thing, though, is our association. I’m the boss. 
put I don’t like to be bossy unless it is absolutely necessary 
for the welfare of my business. I'd rather you were more 
of a partner with me, but when I say anything pertaining 
to this department, that goes! What you do when you walk 
out the front door is none of my business, but your actions 
here are held against the department. I will excuse you 
from your actions today, for you were not instructed and 
did not know. We don’t greet customers in a booming 
voice and shout, ‘HELP YOU, MAM?’ 

“What’s going on?” Joe asked as he looked into the 
office. 

I couldn’t help laughing. “I’m sorry, Joe. Everything's 
under control.” 

Turning back to Paul. I continued. “Why did you choose 
such a greeting and use it in such a boisterous voice. 
Paul?” 

“T use psychology, Mr. Toby.” 

“Psychology? In shouting. ‘HELP YOU. MAM?’™ I 
ventured. 

“Yes. sir! It really works wonders on ‘em. It scares 

[TURN TO PAGE 104, PLEASE | 
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STYLE 324 


For people who need foot comfort 
all day long, this White Elk unlined 
pac moccasin oxford is “tops.” 
Genuine GOODYEAR WELT, with 
careful attention to every detail of 





construction. 


The VALUE of this shoe makes it ==” 
doubly attractive. This is also true 
of the complete line of juvenile = 
shoes which we have been making = = 
for over six decades. Pris 
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There’s room on the KREIDER band- 
wagon. Come along for more profits. 


Write now for our latest catalog. See 
the many styles, ample widths and rea- 
sonable prices that enable you to sell our 
shoes without resistance. 





KREIDER’S SONS 


=» MANUFACTURING COMPANY 


oll hago, Pennsylvania 
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Shoes in the News 


THE past few vears have seen a growing trend toward 
warm Winter boots and house slippers. Shearling lined 
footwear has been increasingly popular in big cities as 
well as in smaller towns and country districts. Women 
have discovered. as have men and children. that they can 





Shearling lined. rubber soled boots with uppers of leather 

and synthetic plastic suede. This material, closely resembling 

suede leather in appearance and to the touch, has the 

added advantage of being waterproof. The shearling lined 

slipper with leather sole is of the same synthetic plastic ma- 

terial. All by Johnstown Wool Shoe Co. The plastic suede by 
Pinehill Products. 


enjoy Winter weather when their feet are both warm and 
dry. Shearling lined slippers and boots for the house have 
been very popular also. Houses and even apartments are 
not always as warm as one might wish. especially the last 
thing at night and the first thing in the morning. and these 
slippers have provided just the comfort needed. Makers 
of both outdoor and indoor footwear have been devoting 
more and more time to making these boots and slippers 
increasingly attractive and practical. 


SHOES for back-to-school selling to both boys and girls 
this season show enough variety to please almost any taste. 
There are the usual classic styles: there are variations on 
accepted patterns: there are new touches which lend these 
shoes a more dressed-up look. 


sizes, heavily perforated, 
pinked and stitched to give 
it a rugged, masculine look. 
Wing tip blucher with me- 
dallion perforation; Gerber- 
ich-Payne Shoe Co. 








Foremost among the dressed-up treatments is the use 
of suede. in black for the older girl. as well as in shades 
of green, brown. navy for all ages. Strap and buckle pat- 
terns retain their popularity—center buckle. side buckle. 
single and multiple straps. T-straps. cross-straps, etc. 'An- 
other new treatment puts a crepe sole on a suede pattern. 
thus combining a somewhat dressy model with a sport sole 

[TURN TO PAGE 106, PLEASE] 
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*PLASTICSUEDE 
Shoe by 
COSMOS SHOE CO. 
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Use the PLASTICSUEDE Tag. 

It is your customer's 

assurance of quality and 
style at low cost. 


PINE HILL PRODUCTS CO. 
264 FIFTH AVE., NEW YORK, 1 
PHONE: MUrray Hill 9-6470 
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STYLE 572 
SIZES 2/12 


IMMEDIATE 
DELIVERY 


Warehouse facili- 
ties in key cities 
throughout the 
country, insure 


tal 
Catalogue On Request pik yp ome 


To Retail Profitably from $3-00 ¢. $4.00 


F. S. Elam Shoe Co: 


Rochester, New York 


DISTRIBUTORS 


Lane Bros. : 

Krohngo!ld Shoe Co. 
Boston Shoe Co. 

B. Rosenberg & Sons 
Horper & Kirschten Shoe Co. ....Chicago, Il. 
J. J. Kalb & Sons ; ..Rochester, N. Y 
C. A. Bachman, 3737 Dupont Ave., Minneapolis, Minn. 


IN KEY CITIES 
....Boston, Mass. 
.Cleveland, Ohio 
..Los Angeles, Calif. 

New Orleans, Lo. 


immediate delivery from above sources. Write to distributor nearest 
your city or direct to factory for catalog and prices. 


Help You, Mam? 
[CONTINUED FROM PAGE 101} 


the customers, and real fast I just talk them into buying 
whatevr I want to sell “em.” 

Before I could catch my breath, Paul continued to offer 
more information on his technique. “I learned that from 
a fellow I worked with. He really sells “em.” 

“Stop! Stop right there. Young man, do you honestly 
believe you can sell shoes that way?” I quietly asked. 

“Sure! This guy I know makes at least thirty dollars 
every week.” 

There I chuckled to myself and lighted my pipe which 
had gone out a moment before. I suddenly realized that 
Paul had been working in some third rate department 
where there were more salesmen than needed. and it was 
often customary for salesmen to be boisterous and forward. 

“Let me set you right. Paul. Although it isn’t cricket. 
I want to show you what Joe makes. He seldom earns less 
than fifty dollars any week and has infrequently received 
a check for over one hundred.” 

“Golly, Mr. Toby. I didn’t know!” be said quietly as he 
looked at the book without touching it. 

“And I can make vou into that kind of a salesman 
where you can go on even further. You simply do as I say.” 
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Again Sandabs will move fast this fall. Originals designed in 


rich, soft glove leathers to fit like a glove. Five fascinating 


} California shades. Crepe, Neolite or composition soles. Wear 
; any hour in town or country. Platform casuals you'll enjoy 
} selling! Washable, too, 
\ ORDER the HANDBAGS TO MATCH! 
\ Just expose Sandabs and the sale is made. 
\ Fastest selling casual of the vear.If vou , 
‘ are not selling sensational Sandabs this - Mer reson 


\ Fall, you're missing a remarkable, high Ghwe CEu.- 

\ profit potential! Advertising support 
“reg. available. ORDER, TODAY! Write 
i \ or wire! 


“T sure will. Mr. Toby. Thanks!” was his sincere reply. 

I kept Paul in the stockroom memorizing the location 
and stock numbers of shoes for the next four days. When 
I wasn’t busy, I drilled him in shoe language and the art 
of describing shoes. I had Joe teach him how to present 
a shoe in the most appealing manner, how to lace and tie 
the dress ties, how to fasten the dainty straps on the foot. 
1 taught him not to show his customer too many shoes. 
but to find out what she really wanted before showing her 
anything. 

I realized myself just how important the greeting of the 
customer was. I know that first impressions often are 
lasting ones, and many a sale is half made or entirely lost 
with a greeting. Knowing this. I endeavored each day to 
stress this point to Paul in some way. I asked Paul to 


- practice the simple greeting of “Good morning” or “Good 


afternoon.” according to the time of the day. I emphasized 
that a good salesman will smile and convey a friendly man- 
ner when greeting the customer. Many times I reviewed 
Paul in this role. At first his voice was booming. and I 
demonstrated time and again how a friendly manner could 
be more efficiently revealed by smiling and speaking in a 
moderate tone. 

Friday morning Paul was allowed on the floor to get 
warmed up for Saturday. Satufdays were our big days. 
and we stayed open after dinner until nine. 

I left Paul and Joe on the floor cleaning the displays 
while I went to my office to open the morning mail. I had 
just sliced open the second envelope. when I heard a boom- 
ing voice ecko through my office. Paul. with his singing 
voice, had just greeted his first customer out of the depart- 
ment with a loud. booming, “HELP YOU, MAM?” 
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Boots are increasingly popular — a 
especially now that they can be 
fitted with SHUGOR. The difficult 
push-and-pull struggles of the past 
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are eliminated. Today, SHUGOR- 
fitted boots are easy-on-and-off, and 
easy on the instep, too. Boots are 
definitely high style — and SHUGOR 
does a great merchandising job in 
fitting and comfort. 
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the Busierstores 
feature ADRIAN 


X-RAY FITTING SERVICE 





Their success is built on Service and quality 
merchandise . . . today’s competitive market 
demands both ! ! Display the “Adrian 
sign of service’ and 
enjoy increased sales. 
We'll be happy 
to send you full infor- 
mation—no obligation. 














ADRIAN 
| SPECIAL 


“ADRIAN, the finest in X-Ray 
Shoe Fitting Equipment" 






y ay *-ADRIAN*S°"s 


J -RAY COMPANY 2507 S. HOWELL AVE. MILWAUKEE 7, WIS 


Orgemators of X Raw Shoe Gilling 





Shoes in the News 


[CONTINUED FROM PAGE 102] 


and putting the shoe into the semi-sport classification. position, add to this sturdy appearance and to the longer 
Wedge heels on shoes for the elder girl enable her to have _ life of the shoes. 
shoes which look more like her mother’s. yet retain the All in all, there’s more selection this season in what was 
support and fitting qualities which she needs. 

Boys’ shoes, too, have undergone a change. with the 
addition of heavier, more sturdy features which appeal to 
the young males and make them feel that their shoes are 





Dressy pattern for very spe- 
cial occasions. Black suede 
cross-strap on wedge heel 
with high back treatment, 
scallops and cut-outs on the 
vamp; Modern Miss from 


. : ti S 2 
Two models with a dressy Daytimer Shoe Co 


look. Top, blue suede two- 
strap pattern on a leather 
sole; Waterbury. Bottom. 
green suede one-strap wall- 
last model with a bold-look- 
ing crepe sole; Fashion Craft 
ee Sens once considered a more or less staple business than we've 











seen for many a long year. And it’s a selection which is 
calculated to ring up many extra sales on your cash regis- 
ter. for with shoes as attractive as these. it is certain that 
many second pair sales will be chalked up in shoe stores 
during the back-to-school selling period. 








as masculine and as bold in appearance as those of their 
fathers. Heavy brogue details—stitching. perforations— THE growing popularity of Western motifs in footwear 
pinking: heavy soles, leather or rubber. crepe or com- has brought along with it a vogue for cowboy boots for 
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juvenile customers. Now we see the appearance of the 
Western influence in protective rubber, footwear. These 
are perfect extra-sale items. for there are few of your child 


Lone Ranger rubber cowboy 
boot. available for children, 


orations are 
vulcanized: boots are done 
in four colors. Gold Seal 


Rubber Co. 





customers who can resist the Western-type boot. especially 
when it is decorated with a favorite comic character. 





Slippers for the young customer, shaped into favorite Disney 
characters. three of a series of six. Slippers are of brightly 
colored felt, reinforced at wear points, attached to wedge 
platforms and leather sole, and come in bright. Disney de- 
signed shoe boxes. Left to right: “Flower” in black and white 
with red platform; “Thumper” in blue, white and pink, with 
yellow platform; “Donald Duck” in blue and white, with 
yellow platform and bill, red bow. All from Trimfoot. 





Heads Industry Drive for 
Greater New York Fund 


New YorK—Maurice Miller. treasurer and director of 
I. Miller & Sons, Inc., is heading solicitation of the Boot 
and Shoe industry during the current campaign of the 
Greater New York Fund to raise $8,000,000. Announce- 
ment of his role in the fund’s twelfth annual drive was made 
recently by J. Edward Davidson,. chairman of the board, 
Bloomingdale Bros., Inc., who is directing the commerce 
and merchandise section. _ 

The Greater New York Fund is appealing to business 
firms and employe groups for a campaign goal of $8,000.- 
000 as business’ share of the support of 423 voluntary hos- 
pitals. health and social service agencies throughout the 
five boroughs of New York. 











Buy Savings Bonds 
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you need 
all four vitamins 
for a healthy 
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children’s shoe business! 


a brand that mothers 
know and respect 


construction features 
you can promote 


perfect fit 
for every foot 


one resource 
for tots thraugh teens 





If youre missing one or more of 
these 4 “vitamins” with your pres- 
ent brand or brands, Pollyannas can 
stimulate your children's shoe busi- 
ness! Send for our salesman to 
prove it! 


STYLE No. 8828 








A. &. KREIDER SHOE CO. ANNVILLE, PA. 


NEW YORK CITY SHOWROOM Marbridge Bidg., 47 W. 34 St. 
West Coast Representative: J. R. Hamelin, 219 W. 7 St., Los Angeles 
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White one of these mosquitoes is just the 
ordinary summer nuisance, the other is the 
man-killing Anopheles .. . dreaded carrier of 
malaria. But only an expert would quickly know 
the difference! 


Matching leather soles also calls for expert 
ability to tell “which is which.” At England 
Walton, trained craftsmen instantly spot 
ever-so-slight differences in fibre structures 

. and FIBRE-SORT soles accurately, for 
paired fiexibility and longer, more even wear. 





| Here’s extra value in shoes that means 

' pleased purchasers, steady repeat sales, big- 

4 ger profits. Get this plus feature ... for your 

| & customers and yourself . . . with England 
Walton FIBRE-SORTED SOLES. 








"34312 ay2 DO st OUMbsOp saagdoup au T, 


If You Can Tell Jnsrantly, 


You're an Expert! 











Three greatly magnified cross-sections of sole leather. A and B 
are similar in fibre structure; C is noticeably different. England 
Walton experts will pair A and B, and find a matching fibre- 
structure for C. 






iiglsett Watton 
FIBRE-SORTED SOLES 


Cut soles and sole leather . Pure oak bark tanned 
England Walton Division 


A. C. LAWRENCE LEATHER COMPANY 


Boston + Camden + Peabody + NewYork « St.lovis + Columbus + Milwaukee 
los Angeies . San Francisco . Ashland, Ky. ° Newport, Tenn. ° Hazelwood, N. C. 
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22 News 


RECORDER REVIEW OF CURRENT HAPPENINGS -IN THE SHOE TRADE 


| St. Louis Market Expects July Pickup | 





Manufacturers See Current Seasonal Lull Followed by Good Increase 
Which May, However, Be Later Than Usual 


St. Louis.—While the potential of 
the Fall sales volume continues strong, 
it would appear, from a spot check of 
St. Louis shoe manufacturers, that 
it will not be realized until late Summer 
or early Fall. The interest of retailers 
—that is, in any large proportion—has 
been confined more to looking than to 
buying. There are producers here, how- 
ever, who report that their bookings 
are ahead of last year. But even sources 
of this kind of information say that 
their orders are coming predominantly 
from buyers in their home locations 
rather than at the various regional 
shows. 

Production is slackening at the mo- 
ment and’ is expected to continue in 
this direction until after the July 4 
holidays. The reorder business for 
the Spring and Summer lines, while 
as good as anticipated, and much better 
than expected in some instances, had 
by early June about played itself out. 


And with the tempo of orders for Fall 
moving more like a tortoise than a 
hare, the, major problem of a number 
of manufacturers here during June is 
that of keeping their cutting rooms 
operating. 

The reaction of most producers, how- 
ever, is that the present tempo of 
orders and production is seasonal. Their 
optimistic outlook for Fall has not been 
materially lessened, though there is a 
feeling that the months ahead will see 
much more aggressive competition than 
has been manifested at any time since 
the end of the war. This competition, 
producers say, will be evidenced in 
many ways. There will be more demand 
for on-schedule deliveries, more insis- 
tence on greater values, a more sharply 
felt pressure for improved styling, and 
a desire for greater markup to provide 
a deeper cushion for subsequent more 
frequent promotions. 





Educational Film Stresses 
Foot Health 


NEW YorRK. —“‘The Walking Ma- 
chine,” a new, educational sound movie 
on foot health was previewed recently 
at the RCA Exhibition Hall, 40 West 
49th Street. This 16-minute film, pro- 
duced and directed by Paul Falkenberg 
for the American Foot Care Institute, 
Ine., a non-profit organization of podia- 
trists, medical men and _ educators, 
emphasizes that poor feet contribute to 
bad posture, unattractive appearance, 
factory fatigue, accidents and even 
psychological fatigue. 

The film illustrates basic items in foot 
hygiene, such as proper cutting of toe 
nails and various exercises designed 
to relax and strengthen muscles and 
improve circulation in the feet, legs 
and the entire body. 

“Education in the elementary prin- 
ciples of foot hygiene could eliminate 
75 per cent of the foot disabilities that 
show up daily at the offices of derma- 
tologists, orthopedists and podiatrists,” 
Dr. Louis Lewy, chairman of the Board 
of Podiatry Examiners of the New York 
State Department of Education, told 
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the - officials and representatives of 
organizations in the field of health 
education who were gathered to witness 
the film. 

This film, which is an important step 
toward foot health education, is avail- 
able without charge to schools, industry 
and community organizations through- 
out the country. The American Foot 
Care Institute, Inc., 1775 Broadway, 
New York 19, N. Y. or State Depart- 
ments of Health will furnish copies of 
the film, and will pay transportation 
charges one way. Borrowers pay re- 
turn transportation charges. 





Shoe Department Enlarged 


ROCHESTER, N. Y.—The shoe depart- 


ment at Stephen’s women’s apparel 
store has increased floor space and 
stock room in the new location of the 


store at 76-78 Clinton Avenue South, 
according to Louis Margolis, buyer and 
shoe department manager. The store 
formerly was located at 210-214 Main 
Street East. 

Stephen’s carries shoes for women 
and children in price lines up to $8.95 
for women and up to $5.98 for children. 


Sees Shoes in. Line 
With General Price Trend 


ATLANTIC CiTy.—W. W. Stephenson, 
executive vice-president of the WNa- 
tional Shoe Manufacturers’ Associa- 
tion, was the principal speaker at the 
footwear industry session held in con- 
nection with the recent Annual Credit 
Congress of the National Association 
of Credit Men here. His'address was 
followed by a question and answer pe- 
riod which developed, among other ex- 
pressions, some figures that afford a 
basis for belief that shoe inventories 
are still somewhat under the prewar 
average, despite the increase in popu- 
lation. 

“This is the season,” said Mr. Ste- 
phenson, “when manufacturers and re- 
tailers are laying their plans for Fall. 
Within a few days one-half of 1949 will 
be on the books and the other half will 
be ticking away. The-manufacturers 
selling and retailers buying during the 
next six weeks will set the business 
stage for the next months. 


Inflated Demand Has Ended 


“Just how good must the shoe busi- 
ness be in order to satisfy the major- 
ity of the people in it? Must our war- 
expanded productive capacity be run 
to the limit? Must production be so 
great that further inflationary pres- 
sures are put on our raw materials 
market? Must the demand at retail be 
such as to eliminate mark-downs? In ~ 
other- words, must we reconstruct all 
of the wartime pressures before the 
people in the industry will say that the 
shoe business is good? 

“We came out of the war with no 
idea of. what our postwar normal 
should be, but in company with most 
other industries we dreamed of 2 
Utopia where a money-gorged public 
would buy unlimited quantities of 
everything for the sheer joy of buying 
and owning. We somehow forgot that 
people buy shoes in order to satisfy ~ 
their individual ideas of need, and that 
their ideas of need change very, very 
slowly. 

“We had and still have the plant 
capacity to produce 600 million pairs 
a year, and when our market levelled 
off at around three-quarters of that 
figure a thousand Monday morning 
quarterbacks came up with a thousand 
answers. 

[TURN TO PAGE 122, PLEASE] 
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Making Good in a Small-Town Shoe Store 





Partner Charles L. Helfrich made the rabbits which adorned the Easter window 
of the Fort Branch Shoe Shop in Fort Branch, Indiana. 


Fort BRANCH, IND.—Fort Branch is 
a community with a population of 
about 2,500 and had been minus a shoe 
store until May of last year when Jack 
E. Simrell, age 22, teamed up with 
Charles L. Helfrich, one year younger, 
and opened a small store here under 
the name of the Fort Branch Shoe Shop. 

Mr. Simrell was a graduate of the 
Walk-Over Boot Shop in Evansville, 
Ind., where he had worked for five 


years prior to acquiring part owner- 
ship of the Fort Branch store. Also, 
he has a wife who shares with her hus- 
band the responsibility of running the 
store. Mr. Helfrich has another job 
as head window and interior decorator 
at DeJong’s, an exclusive ladies’ ready- 
to-wear store in Evansville. 

The store carries a stock of 500 pairs 
and sells about 40 pairs per week. 





Detroit Retailers Open 
Series of Meetings 


DetROoIT—The Detroit Shoe Retailers’ 
Association has inaugurated a series 
of monthly evening meetings to be de- 
voted to a mixture of business and 
pleasure, with the kick-off event having 
been held at the Detroit-Leland Hotel. 
The evening meetings, which start with 
a full course dinner, will replace one 
of the four or five weekly luncheon 
meetings held on Wednesdays. 

Samuel Pletler of the Original 
Sample Shop acted as toastmaster at 
the first meeting, and conducted a 
lively forum-type discussion, devoted to 
many problems arising in connection 
with the selling of shoes. A number 
of travelers were present to give them 
the opportunity to air a different point 
of view. An unusual number of shoe 
salesmen from retail stores also at- 
tended, taking advantage of an oppor- 
tunity they rarely have at the noon- 
day meetings because of store hours. 
Practical problems met in selling on 
the floor were discussed. 

Among special guests were Edward 
Jones, sales manager, and Arthur A. 
Brown, salesman of the Jefferson Shoe 
Company, division of the International 
Shoe Company. Special gifts were 
presented to James Wilson, pioneer 
president of the Michigan Retail Shoe 
Dealers, now retired; and James Schor. 
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Forty-Year-Old Shoes 
Exchanged by Store Manager 


PHILADELPHIA — Anything goes in 
Philadelphia and its environs. Not so 
very long ago, for instance, a lady en- 
tered Cousins shoe store at 34 South 
Sixty-ninth Street in Upper Darby, 
and asked Manager Joseph Watten- 
maker to exchange an unworn pair of 
high button shoes with grey suede 
tops and shiny black vamps. She had, 
she said, bought them forty years ago 
at a Cousins store. 

Mr. Watteumaker is a fast thinker 
and knows all about the power of pub- 
licity. He explained that the present 
Cousins store is not connected in any 
way with the store of the same name 
formerly operated in the city. Then 
he made the exchange. 

Result: A pair of new shoes for a 
delighted woman customer; a rare ex- 
hibit for some fature window trim; 
and a page one story in the commu- 
nity’s weekly newspaper, the Upper 
Darby News. 





Small Ckain Expands 

ARCADIA, CALIF.—Morris J. Braeger 
recently opened the fourth of his chain 
of high-grade family shoe stores at 
1313 S. Baldwin Avenue, Arcadia. 
These are all Brown franchise stores 
with the other three located in Mon- 
rovia, Temple City and Bell. 





Dates to Remember 


Fall Shoe Show, Shoe Travelers of the 
Carolinas, Hotel Goldsboro, Golds- 
boro, N. C. June 26, 27, 

Chicago Travelers Show, Morrison Hotel. 

June 28-30, 

Shoe Show, Michigan Shoe Travelers’ 
Club, Hotel Statler, Detroit. 

July 10, 11, 12, 

Baltimore Shoe Club Show, Lord Balti- 
more Hotel, Baltimore, Md. 

July 24, 25, 26, 27 

Shoe Show, Tri-State Shoe Travelers’ As- 
sociation, Hotel Statler, Buffalo, N. Y. 

July 24, 25, 

Spring Showing, Allied Shoe Products 
and Style Exhibit, Hotel Belmont 
Plaza, New York. Sept. 6, 7, 8, 

Opening of American Leathers for 
Spring, Tanners’ Council of America, 
Waldorf-Astoria Hotel, New York. 

Sept. 7, 8, 

National Shoe Fair, Chicago, Ill. 

October 31, November |, 2, 3, 

Spring Shoe Show, Pennsylvania Shoe 
Travelers’ Association, William Penn 
Hotei, Pittsburgh, Pa. 

Nov. 5, 6, 7, 8 9, 

Spring Shoe Show, Southeastern Shoe 
Travelers, Inc., Sheraton Bon Air 
Hotel, Augusta, Ga. Nov. 5, 6, 7,8, 9, 

Michigan Annual Shoe Show, Michigan 
Shoe Retailers Association and Michi- 
gan Shoe Travelers Club. Hotel Stat- 
ler, Detroit, Mich. Nov. 6, 7, 8, 

Spring Shoe Show, Middle Atlantic Shoe 
Travelers Association and Middle At- 
lantic Shoe Retailers Association, 
Benjamin Franklin Hotel, Philadelphia. 

Nov. 12, 13, 14, 15, 16, 

Spring Shoe Show, Southwestern Shoe 
Travelers Association, Adolphus, Baker 
and Southland Hotels, Dallas, Texas. 

Nov. 13, 14, 15, 16, 

Spring Shoe Show, lowa Shoe Travelers 
Association, Hotel Fort Des Moines, 
Des Moines, lowa. Nov. 27, 28, 29, 

Popular Price Shoe Show of America, 
Hotels New Yorker and McAlpin, New 
York. Nov. 27, 28, 29, 30, Dec. |, 
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Spring Show Planned by 
St. Louis Manufacturers 

St. Louis.—A. J. Brauer Jr., presi- 
dent of the St. Louis Shoe Manufac- 
turers Association, announced recently 
that the association’s board has voted 
in favor of staging another Fall buying 
show in St. Louis next Spring. Dates 
for the event have not been selected, 
he said. The group will not meet again 
until next September. 





New Store Planned 
For Kansas City 

ConcorpiA, KANs.—The Caldwell 
organization, shoe store owners here, 
will add a fourth store with the open- 
ing of a unit in the Country Club Plaza 
in Kansas City, Mo. 

3. D. Caldwell, Jr., partner and man- 
ager of the Caldwell stores, will open 
the new store the first of August. 

In March, 1948, the Caldwells pur- 
chased a store in Greeley, Colo.; and 
last September another in North Platte, 
Neb. 
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Chicago Market 
More Optimistic 


CHicaGo—Although still in a state 
of unrest, the general outlook in Chi- 
cago manufacturing and wholesaling 
centers has grown much more opti- 
mistic in recent weeks. Retailers are 
beginning to buy some Fall shoes, 
chiefly for August and September. 
Although initial orders for Fall are 
smaller now than they were a year 
ago, the feeling is general that busi- 
ness will eventually equal 1948 figures. 
Jobbing and wholesale houses, except 
for a few reorders on whites, 
periencing a seasonal lull. 

A good cross section of opinion on 
business in this area, particularly the 
smaller towns and cities, was regis- 
tered at the Fall show of the Shoe 
Travelers of Chicago. Out of town 
retailers from less congested areas and 
those serving the rural trade, reported 
that business is continuing at approxi- 
mately the same pace as a year ago, 
with good prospects for Fall. The 
trend continues to regard the $10.95 to 
$12.95 price range as of primary im- 
portance, with a few stepping down 
into the $8.95 group. A wider gap be- 
tween the higher price retailers and 
lower is developing. While those in the 
moderate and lower ends are seeking 
to fill in with lower priced lines, the 
top bracket sources indicate they will 
continue with their present established 
price levels. Men’s business has picked 
up considerably both at the retail and 
manufacturing end. Brushed leathers, 
brogue types with heavy crepe soles, 


and new boot styles are already show- | 


ing a lot of activity and are expected 
to help stimulate business this Fall. 

There is no established style prefer- 
ence, although early commitments lean 
more to the open type shoes. Blue, 
which was a surprise in this area this 
Spring, is expected to continue as a 
top seller, particularly in suede. Eariy 
casual commitments are heavy, with 
styles shown being definitely on the 
dressy side. 


Suburban Store to Serve 
Wide Trade Area 


WILLIAMSVILLE, N. Y.—The Williams- 
ville Bootery has been opened at 5502 
Main Street, here, by William J. Latti- 
mer and L. Edward Schmidt who have 
been engaged in the shoe trade in the 
Buffalo area for many years. 

A family type shoe store, the new 
establishment has a visual display front 
and is brilliantly lighted both by cold 
cathode lighting and daylight. The 
color scheme in the store interior is 
Bermuda Green and the wooden fixtures 
are in natural finish. Stock is displayed 
in adjustable aluminum shelving which 
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Another “Decidedly 


Heels. 
A trial order will convince you. 


Sizes up to 12 
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CARRIED IN-STOCK 
STOCK NUMBER $1060; Thompson fine styling and shoemaking exem- 


plified at its best in this smart Blucher Oxford. 
A popular style that will prove another Thompson Salesmaker 


HOMPSON BROS .SHOE 


SHOEMAKERS 


BROCKTON 
MASS. 


> Salesmaker! 


In tan calf. Rubber 


Widths: AA to D 











runs around two sides and rear of the 
store. Shadow box displays are spotted 
on both sides of the entrance and have 
fluorescent lighting. 

The new store is the first in the sub- 
urban town of Williamsville exclusively 
devoted to the sale of shoes. It will 
serve a radius of 12 miles and plans to 
promote business through use of the 
community newspaper, shopping guide 
and by direct mail. 

Manager of the new store is Clifford 
Schell who formerly was associated with 
J. N. Adam & Co., department store in 
Buffalo. 


November Dates Chosen for 
Next Mid-Atlantic Show 


PITTSBURGH, PA.—Cal J. Mensch, sec- 
retary-treasurer of the Middle Atlantic 
Shoe Retailers Association and mana- ° 
ger of the semi-annual shoe shows spon- 
sored by that association in cooperation 
with the Middle Atlantic Shoe Travel- 
ers’ Association, announces that the 
Spring buying show will be held this 
year from Nov. 12 to 16. 

As has been the custom in the past 
the show will be held in the Benjamin 
Franklin Hotel, Philadelphia. 








wry CD WEN 


INFANTS’ and CHILDREN’S SHOES 





MEDICALLY CORRECT 


Write today for illustrated catalog and 
prices on our complete line of Happy 
Go Lucky Infants’ and Children’s Shoes. 
A wide selection of medically correct, 

beautifully styled shoes to please 
your most particular 


customer, 





Whenever You Use 
White Leathers 


COBBLERIGHT 


With 


COBBLE -wnite 
...it's Snow White 
in Smooth ond Elk 
N. BREZNER & CO., INC. 
BOSTON 11, MASS. TANNERY: PENACOOK,N.H. 
Elk, Smooth, Alligator Grains ... Sides 
ond Kips ... in staple shades, and in 
high colors. 














Meeting Held by Shapiro 


Memorial Committee 

New YorK—A breakfast meeting of 
the regional chairman and members of 
the Abraham Shapiro Memorial Com- 
mittee was held in the Hotel McAlpin 
on May 24 during the Popular Price 
Shoe Show. The committee was created 
to establish a suitable memorial to the 
late Abraham Shapiro, one of the 
founders of the 210 Associates, Inc., 
and a member of the board of trustees 
of Brandeis University, at Waltham, 
Mass. 

Approximately 80 men and women 
were present to hear Dr. Abram L. 
Sachar, president of the university, 
eulogize Mr. Shapiro and point out 
the great contribution he made in help- 
ing to establish the university. 

George Alpert, president of the uni- 
versity’s board of trustees, also spoke, 
stating that the form of the memorial 
to Mr. Shapiro would be determined by 
the amount of money taken in, but that 
it was hoped an auditorium could be 
built in the center of the university 
campus. A goal of one million dollars 
has been set for this purpose, and al- 
ready $330,000 has been pledged. 

Present at the speakers table with 
Dr. Sachar and Mr. Alpert were A. W. 
Berkowitz, chairman of the Shapiro 
Committee, and Herman Cohen, co- 
chairman of the committee; Israel Ro- 
gosin, member of the board of trustees; 
and Frederick Bloom, of the 210 As- 
sociates. 


Two Hole-in-One Winners 
In WCSTA Tournament 


SAN FRANCIScO—At the recent 
WCSTA shoe show held in San Fran- 
cisco, the golf tournament at the Green 
Hills Country Club produced two hole. 





e KIWI 


(KEE-WEE) 


SHOE POLISH 








It’s Going 
Like a House Afire! 


1, KIWLIis by far the top-quality shoe 
polish in America! 
2. The favorite of millions of serv- 
icemen who tell their friends! 
3. Eye-catching, high-frequency 
KIWI advertising in leading 
newspapers and magazines! 

4, For your customers—8 rich colors 
—plus transparent dressing! 


THE KIWI POLISH CO. PTY. LTD. 


836-844 South Swanson St., Philadelphia, Pa. 
Oe 9 FS 5 OT 


in-one trophy winners and four low net 
winners. 

The first hole-in-one cup, donated by 
Joe Mellcott, was won by Tom Bowers 
of the General Shoe Corporation; and 
the second trophy, an ash tray donated 
by Harry Parlow, was won by Pete 
Fishpaugh of E. T. Wright & Co. 

The four low net trophies, donated 
by Frank Werner, Coast Shoe Report- 


-er, Sommer & Kaufmann, and Frank 
‘Moore Shoes, were won by E. M. Mc- 
‘Cubbin, Wall-Streeter 


Shoe Co.; Bob 
Katz, Sommer & Kaufmann; Frank 
Martin, Roos Bros.; and Bill Harlow, 
Frank Moore Shoes. Thirty-seven ad- 
ditional prizes were awarded to the re- 
mainder of the participants. 

The following have been added to the 
WCSTA membership roster: Paul D. 
Kline, Endicott Johnsen Corporation, 
St. Louis; John T. Reinsel, J. W. Carter 
Co., Nashville, Tenn.; J. A. Renetsky, 
Reinhart, Inc., Nicholasville, Ky.: Car- 
roll R. Chittenden, Little Falls Felt 
Shoe Co., Little Falls, N. Y.; Wendell 
O. McCracken, Johansen Bros. Shoe Co., 
St. Louis; Murray Newman, Saco-Moc 
Shoe Corporation, Portland, Me; Van 
L. Bowersox, Florsheim Shoe Co.. Chi- 
cago; T. W. Hayward, Kling’s, Fresno, 
Calif.; William E. Marquette, D. Arm- 
strong & Co., Rochester, N. Y.; H. Fur- 


man Kelly, Richland-Davidson Shoe 
Co., division of General Shoe Corp., 
Nashville. 
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Buyer Outlines Steps 
To Increased Sales 


Los ANGELES—That now is the time 
to make an intelligent and forceful ap- 
proach to the problem of increasing 
unit sales is the opinion of M. F. 
Stonebreaker, shoe buyer for Crowley, 
Milner & Company of Detroit. Elabo- 





Mr. Stonebreaker discusses with Mor- 
ris Kimel the relative merits of two- 
tone suede and calf versus all-over 
suedes. 


rating on this theme during a recent 
visit to the Kimel Shoe Company fac- 
tory here, Mr. Stonebreaker suggested 
that there are at least three major 
steps to be taken if the goal is to be 
achieved. 

The first of these is to place orders 
for early season selling far enough in 
advance to insure delivery when the 
merchandise is needed. This, he says, 
is particularly important in the case 
of higher price shoes since his experi- 
ence has been that these shoes sell best 
at the beginning of any given season 
and that medium and lower price shoe 
sales pick up where the higher price 
lines leave off, the latter following the 
former and showing their largest gains 
later in the season. 

The second is for the retailer to team 
up with 4 reliable resource or resources 
which can give fast service on re- 
orders and which is able to accompany 
this service with fashion freshness and 
crisp new patterns. Mr. Stonebreaker 
cites as an example one line in which 
his unit business during 1948 was 
three times greater than in 1947. 

The third step is to have promotions 
which are planned—not hit or miss 
buys made on the spur of the moment 
but promotions planned far enough in 
advance so that intelligent advertising 
and displays may be arranged. The 
element of timing in promotions is im- 
portant and the scheduling of deliver- 
ies is very important in that, other- 
wise, merchandise may arrive too early 
and create a crowded stock condition. 

“We leave enough openings in our 
buyjng schedule,” he said, “to enable 
us to take advantage of opportunity 
buys as they develop and we feel that 
there may be many during this year.” 

Mr. Stonebreaker believes that the 
best interests of both parties can be 
achieved by cooperation between manu- 
facturer and retailer and that the job 
of the latter is to sit down with his 
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No. 845 — Same as 4245 in 
CHILD LIFE Size Runs 


12 to 3—A, B, C, D, E..$5.45 
8, to II—A, B, C, D, E... 4.85 
ALL PRICES 5% 15 DAYS 





Smart correlated styles with such 
orthopedic features as 


BY 
CHILD LIFE 
SHOEMAKERS 





No. 4245 — Tan Elk Orthopedic 
Oxford, Brown Elk Saddie_.$6.40 
Sizes Larger than Size 9, Addi- 
tional per Pair_._..___.____... 60 
AAAA and AAA ....6 to II 
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to give you fitting control and fea- 
ture footwear second to none in 
this great market of shoes for grow- 
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HOE MFG. CO., MILWAUKEE 10, WIS. 








E. E. Kappel, 
315 McHenry Rd., 
Glendale 6, Calif. 


NEW YORK OFFICE 
Jos. Wasserberger & Son, 
557 Marbridge Bidg., 
New York 17, N. Y. 


WO. CALIF., WASH. & ORE. 
C. F. Bearce, 
2260 Sherwood Rd., 
San Marino, Calif. 








manufacturer and explain the mer- 
chandising problems with which he is 
faced. This, he believes, is the basis 
of a mutually profitable relationship 
since a frank discussion in most cases 
will end in an arrangement satisfac- 
tory to both. 

Mr. Stonebreaker does not favor 
market trips merely to place reorders. 
He feels that such trips should be de- 
voted to finding new items or promo- 
tional merchandise. His trips to Cali- 
fornia, therefore, are planned in order 
to acquaint himself with what is going 
on on the ground floor. 


Pattern Expert to Teach 
At Washington University 

St. Louis.—Arthur Gale, secretary of 
the St. Louis Shoe Manufacturers Asso- 
ciation, has announced the acceptance 
by John Dunbar of an association-spon- 
sored request again to teach gratis, the 
course in shoe design at Washington 
University’s School of Fine Arts. 

Mr. Dunbar, president of Dunbar 
Pattern Co., served as instructor dur- 
ing the ’48-’49 terms, while Hugh Crull, 
of International Shoe Co., held the post 
the previous two years. 
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CHUKKA BOOT 


J-818—Styled to Sell! Cherry Aniline 
Sides leather; 3 eyelets and 
buckle strap; drill lined 








vamp; Panolene 
double-tred sole. 
Ready now... 12% 
to 3 B and D. 
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1-819 Same in 10 to 12, 
D width only. 


$260 | 


pr. 









ONE-PIECE, 
: LL-PURPOSE, 
| NON-SKID RUBBERS 


may , "A, “ eet 








41S. Wells St., 








es nny wanna 





Chicago 6, Ill. 
Established 1870 


Ideal for golf and 
er Clog styles 

wet grass, sn 
today from ¥ 
details write - - - 


TINGLEY-RELIANCE RUBBER CORP. 


le 
orts. Availab » 
ee en for =. ond = : sock 

n foo vs 
oA and other uncer ett distributor. For furt 
our ne 








RAHWAY, N. J. 





Artailiace Goat at Regional Shoe Shows 


Buyers, However, Not Yet Ready to Place Orders Very Far in Advance 
—Retail Trade Reported Better as Vacation Business Picks Up 


Buying is reported to have improved 
at the scattered few regional shoe shows 
held during late May and early June, 
though even as late as the first week 
in June, the bulk of the buying seems 
to have been for delivery not later than 


August. 

Wholesalers exhibiting did a fair 
business on fill-ins in whites and cas- 
uals. 


Attendance generally was good and 
merchants were almost unanimous in 
stating that they expect a good Fall 
business. The vacation season buying 
at retail has picked up, it was reported, 
and sandal types are in demand. 


Attendance Good at 
Northwest Show 


PORTLAND, ORE. Approximately 
1000 shoe merchants visited the Pacific 
Northwest Shoe Travelers’ Association 
shoe fair held in Portland, late last 
month in the Portland and Benson 
hotels, according to Ray G. Allen, presi- 
dent of the association. Advance show- 
ings of Fall styles to retail merchants 
from Oregon, Washington, Idaho, Mon- 
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tana and British Columbia, were made 
by 156 representatives of 250 nation- 
ally-known shoe manufacturing com- 
panies. This semi-annual affair is the 
only one in the Northwest. 

Many buyers who plated orders re- 
quested deliveries in late July and 
August, with some spot buying for 
immediate delivery. 

More optimism was noted among 
shoe merchants this year than in the 
last three years and good business is 
expected this Fall. It was noted that 
shoe merchants are buying more freely 
than in the past. Many merchants 
reported that they expect sales to hold 
up well. 

About 70 per 
women’s shoes were 
Young men’s heavy 
cordovan color were prime favorites 
Men’s and children’s shoes were bought 
in conservative styles. 


cent of purchases in 
open toe styles. 


sole brogues in 


Buying Improves at 
Chicago Show 


CHIcAGo—Healthy and active buying 
in all price ranges and all types of 


shoes prevailed at the Fall show of the 
Shoe Travelers of Chicago held recently 
at the Hotel Morrison, here. There 
was an especially good attendance of 
retailers from out of town, with Illinois, 
Indiana, Wisconsin, and other nearby 
states represented. A pleasant social 
interlude was provided on the third 
day of the show, when some 300 re- 
tailers and exhibitors gathered for a 
buffet luncheon. 

A number of sources reported that 
this had been the best show from the 
buying standpoint for several years, 
this, despite the fact that orders placed 
were smaller per retailer and that 
buyers, particularly those from depart- 
ment stores, were cautious in their com- 
mitments. Branded lines did especially 
well and good business was written on 
women’s high style shoes, men’s good 
lines in the upper brackets, and on 
children’s shoes in all price ranges. 
This was not a good show for the job- 
bers, due to the season, although some 
booked sizeable business on whites and 
casual fill-ins. 

Business was best in the $8.95 to 
$10.95 group, as this has become a most 
eagerly sought price bracket. -For early 
delivery, retailers appeared to be buy- 
ing 70 per cent of their dressy shoes 
in open types, chiefly sandals. Pumps 
were the only closed dressy types 
ordered. Elasticized step-ins also were 
active. 
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Covernment Warned | 


At USMC Hearing 


Boston—tTrial of the anti-trust suit 
brought: by the United States govern- 
ment against United Shoe Machinery 
Corporation, which started here May 
23, was adjourned at the close of the 
week until October 18, after the gov- 
ernment’s attorneys had offered docu- 
mentary exhibits and testimony of a 
patent attorney to show, among other 
things, that the corporation has in its 
possession a large number of patents 
on shoe machinery of which no commer- 
cial use has been made. 

Before the recess was taken Attorney 
Holmes Baldridge, of the anti-trust 
staff of the Department of Justice, in- 
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formed the Court that the government 
would offer no further evidence pending 
a ruling on exhibits and documentary 
evidence already submitted. When the 
trial is resumed in October, arguments 
by defense counsel, headed by John L. 
Hall, in opposition to the admission of 
many of these exhibits and documents 
will be heard. After Judge Charles E. 
Wyzanski, Jr., rules on the admissibil- 
ity of the challenged exhibits the gov- 
ernment will be afforded an opportu- 
nity to submit additional evidence be- 
fore the defense begins. 

Prior to adjournment of the case 
Judge Wyzanski commented to the gov- 
ernment attorneys that the mere fact 
that the United Shoe Machinery Corpo- 
ration had failed to make commercial 
use of a number of its patents did not 
impress him and he indicated he would 
continue to be unimpressed unless there 
was additional evidence that the unused 
patents were valid and commercially 
valuable. 

“If you intend to rely on the mere 
fact that the patent has not been ex- 
ploited, you are relying upon a reed 
which I regard as very thin,” he said. 

“IT am not in the least impressed,” 
said Judge Wyzanski, “by the number 
of patents that have not been exploited 
unless it is explained to me in some 
other way. I have no adequate knowl- 
edge of the validity of a patent unless 
I have had evidence showing its valid- 
ity. I have no idea of the commercial 
value of a patent or of any one of a 
number of different reasons why a 
patent may not be exploited.” He said 
he regarded the government’s oral evi- 
dence on unused patents as “very thin.” 

He said he felt compelled to warn 
the government “that the kind of evi- 
dence you are relying on a critical issue 
needs to be expanded so that there is 
something which the court can appre- 
ciate with respect to the industry as a 
whole.” 

Commenting on the government evi- 
dence concerning the share of business 
enjoyed by USMC in the shoe machin- 
ery field, the judge suggested to the 
government attorneys, in order to give 
the court a clearer picture, that they 
take depositions from about 45 typical 
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WHAT CAN HE DO FOR YOU? 


@ Dealers are in business to make the most of their time 
and capital investment, and Grinnell Shoe men never forget 
it. Max Steece, if your store is in the Pacific Northwest, 
or any Grinnell representative can show you a way to better 
profits from faster turn-over. 


@ Grinnell’s fast, in-stock order service lets you operate 
with a minimum stock of women’s and girls’ sport welts 
that you can replenish at short intervals. Your working 
capital is freed for other uses. You are protected against 
overstocking and costly clearance sales. 


@ The Grinnell line sells the year around. Styles are par- 
ticularly popular with teen and college misses. The shoes 
are well made for easy fitting and long wear. Use your 
Grinnell Shoe man to select a hard-working, fast-selling 
stock of these sport welts. Building better store profits is 


lis business. 


Write today for 
catalogue and samples. 


(Srtnneld SHOE COMPANY 
i GRINNELL, IOWA 





shoe manufacturers “and find out ex- 
actly what their situation is with re- 
spect to the number of United Shoe ma- 
chines and competitors’ machines in 
use in their factories. 

Judge Wyzanski suggested that the 
depositions be taken during the Sum- 
mer for submission to the court when 
the trial resumes. The defense, he said, 
could also take similar depositions if it 
thought it advisable. He told the gov- 
ernment attorneys he wanted it under- 
stood that “if these big gaps are left in 
the case,” full warning had been given 
that he regarded them as gaps. 


Kinney Executives Entertain 
Shoe Manufacturers 


New YorkK—In the midst of buzzing 
activity at the recent Popular Price 
Shoe Show, executives of G. R. Kinney 
Co., Inc., were hosts to their suppliers 
at a breakfast held May 23rd at the 
New Yorker Hotel. 

More than 120 manufacturers were 
present to hear C. O. Anderson, vice- 
president in charge of merchandising, 
express the company’s appreciation for 
manufacturers’ cooperation. 











A Year-Round Seller for Every Feller isos 
THEY'RE ALWAYS IN STOCK AT Uses! 






Look at These Features 


STYLE 700 — $6.00 


@ Unique — Patented 

®@ All Welt Construction 
® No Innersole 

® Amazingly Flexible 

® Extra Fine Leather Sole 
® Genuine Hand Sewn 


STYLE 902 — $4.85 


@ Welt Construction 

® Steel Shank 

® Neolite Sole 
NEW YORK OFFICE 
MARBRIDGE BLDG. 


LOS ANGELES OFFICE 
505 HAAS BLDG. 


moccasins. 


quality construction and 


SEBAGO -MOC 


WESTBROOK. MAINE 


Look at them! Feel them! Note the real 


the extra features with any other moccasin 
on the market. You'll want to stock up to- 
day to be sure of your profits tomorrow. 


SEBAGO-MOC | - 


You can’t go wrong with these popular 
They‘re always in style—al- 


Vs 


OFFICE 


ways in demand—every day of every year. 


styling. Compare 





DT Fh 


AN 


SPORTS 


SIZES: 
STYLE ‘+700 
A 8'2-13; 

B,C &D 6-13 


STYLE +902 
A 812-13; 

B 742-13, 

C&D 6-13 

Size 13 —75c ex- 
tra. Service charge 
on orders for 3 
pairs or less—25c. 








Leslie Gardner 


ONEONTA, N. Y.— Leslie Gardner, 
prominent Oneonta businessman, co- 
owner of the shoe store which bears his 
name and a former president of the 
New York State Shoe Retailers’ Asso- 
ciation, died recently at his home here 
at the age of 69. He had been associ- 
ated with the shoe business for more 
than 50 years. 

Mr. Gardner was born in Mount Vi- 
sion, N. Y., and moved with his pa- 
rents to Oneonta as a boy. Following 
his graduation from the Union Free 
School he became a salesman in the 
shoe store conducted here by Frederick 
Fowler. Six years later he went on the 
road as salesman for the old Clark- 
Hutchinson Company, Boston whole- 
saler. In 1911 he and G. Frank Stevens 
bought the shoe store which had been 
opened in 1873 by George Kirkland, 
and four years later, Mr. Gardner ac- 
quired his partner’s interest and op- 
erated the business as sole owner until 
1938 when Lloyd J. Lawson, a long- 
time employe, became a partner and 
the store was moved to its present lo- 
cation at 184 Main Street. 

In addition to his activity in the 
NYSSRA, Mr. Gardner was president 
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of the Merchants’ Division of the local 
Chamber of Commerce, president of 
the Oneonta Club, trustee of the First 
Presbyterian Church, and an active 
member of the Rotary Club. 

Surviving are his widow Mrs. Ora I. 
Gardner, and an aunt, Mrs. Osie Jos- 
lyn, of Oriskany, N. Y. 


W. A. Julian 


WASHINGTON, D. C.—-W. A. Julian, 
treasurer of the United States and 
equally well known in the shoe industry 
as the man who figured prominently in 
the organization of The Julian & Kok- 
enge Company, Columbus, 0O., shoe 
manufacturers, was killed in an automo- 
bile accident May 29 while driving on 
the highway near Bethesda, Md. He 
was alone in his car at the time. 

Mr. Julian was born in Franklin 
County, Ky., the son of Alexander 
Julian, a prosperous farmer and colonel 
of the Home Guard. His father’s 
people, of Scotch ancestry, had settled 
in Virginia in Revolutionary times. His 
mother, Elizabeth Laughlin, was de- 
scended from a North-of-Ireland strain. 

He left the farm for Frankfort, Ky., 


when he was 18 and obtained a berth 
as a bank clerk. Apparently he found 
time to go to school there, for the 
records have him as graduating from 
Dodds College in Frankfort in 1888. 
Then he went to Cincinnati where he 
entered the shoe business with Stribley 
& Co. 

In 1890 he formed the partnership 
of Alter & Julian, and the following 
year, merged the firm into The Julian 
& Kokenge Company which became one 
of the most successful shoe manufac- 
turers in the country. Later, Mr. Julian 
was president of the Queen City Bank. 
vice-president of the Citizens National. 
Bank, a director in the Sinton Hotel 
Company and other corporations. Also 
he was active in civic affairs and phil- 
anthropies. 





George L. Tovey 


INDIANAPOLIS, IND.—George L. Tovey, 
79, owner of the Leader Shoe Store at 
Greensburg, Ind., died recently in the 
Methodist’ Hospital here. A former 
salesman for the Roberts-Johnson and 
Rand division of the International Shoe 
Company for 47 years, he opened many 
shoe stores in Indiana, including the 
Ideal Shoe Store at Bedford. 
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A. W. Todd, USMC 


President. Dies 


Boston—Albert W. Todd, who joined 
the United Shoe Machinery Corporation 
in 1901, when it was the United Shoe 
Machinery Company, and rose te be 
president of the corporation, died sud- 
denly from a heart attack in his office at 





ALBERT W. TODD 


140 Federal Street, here, on May 26. 
He was 65. 

Mr. Todd was born in Boston, the son 
of the late Charles R. and Annie Beale 
Todd, and was educated in Boston 
schools. He was only 17 years old when 
he joined the United Shoe Machinery 
Company, predecessor of the present 
corporation, and advanced steadily 
through the echelons of management. 
In 1927 
‘was made a director in 1930, and vice 
president in 1934. 


committee, and he was elevated to the 
presidency of the giant firm in 1939. 
He succeeded to the presidency when 
Sidney W. Winslow, Jr., was elected 
chairman of the board. 
Prior to becoming president, Mr. Todd 
served as an executive officer of foreign 


affiliates and spent a-portion of each - 


year at the‘foreign branches of these 
affiliates.- He was familiar with the 
shoe manufacturing centers of the world 
as well as with the American market. 
He was also president of the Campbell 
Bosworth Machinery Combany, W. W. 
Cross & Co., Littleway Process Com- 
pany, and a director of: the British 
United Shoe Machinery Company, S. A. 
Felton & Son Company, Krippendorf 
Calculator Company, Security Eyelet 
Company, Turner Tanning Machinery 
Company, United Last Company’ and 
the Davis Paper Company. oS 
Mr. Todd was a member of the Algon- 
quin Club, the Cohasset Golf Club and 


June 15, 1949 


he became general manager, | 


Three years later | 
he was made a member of the executive | 
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Nighty Boot (Reg.). Made of Julliard’s 


Zephyroy, the washable slipper corduroy, 


exclusive with IDEAL. Pink, blue, red, 


powder blue and zippered. Wide ankle to 
accommodate wear over the footed nighty. 


Sizes 3-8. 








the Sand Bridge and Union Boat Clubs. 

He is survived by his widow, Mrs. 
Gertrude MacIntosh Todd, and three 
sisters, Mrs. E. P. Brown, Mrs. Howard 
Norton, and Miss Ethel Todd, all of 
Boston. A son, Norman MacIntosh 
Todd, died during the war after con- 
tracting an illness while serving with 
the Marine Corps-in Japan. A brother, 
Thomas Todd, died last year. : 





Arthur E. Childs 


BUFFALO, N. Y.— Arthur Edward 
Childs, 78, a retired shoe dealer and a 


BABY SH 


Nighty 


Boots 


REGISTERED 


Every baby should wear a pair of these slip- 
per sensations. They're zippered and cuffed 
for foot-warming comfort. They are the only 
baby slippers made of Julliard Zephyroy, the 


cuddly soft corduroy, vat dyed and sanforized. 






INC. 


E-Co,, 


life elder of Kenmore Presbyterian 
Church, died recently in his home, 56 
Ramsdell Avenue. He formerly oper- 
ated shoe stores in North Tonawanda 
and Medina. 

‘Mr. Childs was born in Brockville, 
Ont: After graduating from Mt. Her- 
man School, Northfield, Mass., he joined 
his father in the shoe business in Tona- 
wanda, Pa. He remained in the busi- 
ness for 50 years. 

Surviving are his widow, Mrs. Anna 
Siddall Childs; a-son, Wesley H., of 
Chicago; and a daughter, Mrs. M. Alice 
Staub, of Grand Island. ; 
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THEY’RE THE TALK OF 


SENSATIONAL NEW SEAMLESS 


MOCC-ETTS 


ann BOOTEES y SHIELDS 


4 Pe OF CAPESKIN BOOTEES 


Now you can order all your 
slipper, capeskin and shearling 
specialty footwear for men, 
women and children from one 
great source of supply and for 
the first time from IN STOCK. 
The facilities of the country’s 
greatest producers of this type of 
footwear brings you a long line, 
chock full of fast selling items. 










FOR MEN, WOMEN AND CHILDREN 


NOW IN STOCK 


TO RETAIL PROFITABLY AT 


$5-98 = $3°78 


47 West 
BOMBAY 


34TH 


Tanners Win Prizes at 
Golf Tournament 


VIRGINIA BEACH, Va.—Two after- 
noons of golf were among the enjoyable 
features ef the recent meeting of the 
Tanners’ Council of America, here. The 
president’s trophy was won by Everett 
G. Smith, Albert Trostel & Sons Co.; 
tied runners-up were Thomas Keirnan, 
Griess Pfleger Tanning Co.; and R. L. 
Stiles, R. L. Stiles Co.; and low gross 
and the runner-up were, respectively, 
Earl L. Pierce, A. F. Gallum & Sons 
Corporation, and H. K. Dugdale, 
Beadenkopf Leather Co. This tourna- 
ment was 36 holes. 

Other prize winners were: Low net, 
18 holes, Monday’s play, R. L. Stiles; 
low gross, 18 holes, Monday, James W. 
Byron, General Shoe Corporation; low 
net, 18 holes, Tuesday, C. E. Grant, 
Diamond Alkali Co.; low gross, 18 
holes, Tuesday, Richard Bernheim, R. 
Neumann & Co.; most 7’s and 8’s, 18 
holes, Monday, Robert E. Black, Rus- 
sell-Sim Tanning Co.; most 7’s and 8’s, 
18 holes, Tuesday, Arthur Loewengart, 
Loewengart & Co.; high net, 36 holes, 
A. F. Schroeder, Jr., Atlas Refinery, 
Inc.; high gross, 36 holes, Cecil Licht- 
man, J. Lichtman & Sons. 
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THE TRADE GETTING 


NEED POPULAR PRICED STYLES 
TO BALANCE YOUR LINE? 


FOR THE BIGGEST AND SMARTEST LINE OF 


JUVENILE SHOES 
$2 . 


GOODWEAR SHOE COMPANY, INC. 


144 Duane Street 
Where Yot Get “The Most for the Least!” 


PRICE RESISTANCE? 


TO RETAIL AT 


$3 and $4 


see 


oe New York 13, N. Y. 
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Shoe Fair Committees 
Meet in Detroit 


DETROIT—A joint meeting of the two 
steering committees which will conduct 
the Michigan Annual Shoe Fair, 
Nov. 6-7-8, was held recently at the 
Hotel Statler here, to make detailed 
plans for the event. New feature this 
year will be the holding of a banquet 
at the Hotel Statler for the first time 
in three years. Committees for the 
two sponsoring organizations are: 

Michigan Shoe Retailers Association: 
Clyde K. Taylor, president;,C. Guy 
Dixon, M. F. Stonebreaker, Sam Plot- 
ler, Morton Hack, R. J. Schmidt, James 
Houk, Homer D. Shepard, E. T. Nun- 
neley, and Ralph Terbile. 

Michigan Shoe Travelers Associa- 
tion: Frank J. Delboy, chairman; 
George H. Dawson, S, S. Weiss, Curtis 
W. Johns, Carle E. Verburg, Sam 
Kane, Al Apple, L C. Warshawsky 
and Dave Brown. 





New Shoe Department Opens 


ELKHART, IND.—A new shoe depart- 
ment has been brought to Elkhart with 
the opening of Jane Lee’s at 219 S. 
Main Street, offering quality shoes for 
women and children. 


New Action Display— 
Wav to Boost 
Your Sales! 





© Lights turn with table 
© 18°" Turntable revolves 3 


© Carries up to 200 Ibs. 
© Sturdy, steel construction 


SHIELDS FOOTWEAR PRODUCTS CO. | * Operates on A.C. only 


GENERAL CIE AND STAMPING CO., 262-L Mott St., New York 12 


And Now . . a Movement with Lights! 


Model "712" 


oto'Sho 


ELECTRIC TURNTABLE O 


MODEL °'712'' ROTO -SHO'S two- 
way, built-in electric outlet per- 
mitse novel, self-contained lighting 
eftects by means of sliding contacts 

. as well as operation of elec- 
trical devices while table revolves. 
Build-up Fixtures available too! 
Write TODAY for full information, 
and complete new ROTO-PROD- 
UCTS catalog. 





Next Popular Price Show 
To Be Held in November 


NEw YOoRK—The Joint Industry Com- 
mittee of the Popular Price Shoe Show 
of America recently issued a statement 
expressing appreciation to all groups 
responsible for the outstanding success 
of the show which ended May 26th. The 
committee also announced that the next 
Popular Price Shoe Show of America 
will be held November 27 to December 
1 at Hotels New Yorker and McAlpin 
in New York. 


Selling Below Cost 
Illegal in Oklahoma 


OKLAHOMA CiTy, OKLA.—Oklahoma’s 
governor recently signed the bill which 
makes cut rate practices in Oklahoma 
retail stores illegal. House Bill 488, 
prohibiting the selling of merchandise 
below cost for the purpose of injuring 
competitors, destroying or substantial- 
ly lessening competition, has caused 
much furor. Under the new law items 
must be priced at cost plus 6 per cent. 
This 6 per cent, however, does not 
cover operating expenses. In the case 
of some articles, 12 per cent must be 
added to cost prices. 
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In Stock — 
Immediate delivery 
Sizes: 6 to 12 Style #B4676 


Price: $2.75 net F. O. B. Boston 


Write today for our new GOLDEN ANNIVERSARY CATALOG 


CROMWELL 


¢€ COLT-CROM! 





OS TON @8. fu 


Patentea true moceasin 
eonstruction—made 
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able white, $3.00 


fabric, $3.00 


(Example 1220-Al). 
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Leather Industry Organizes Task Group 





Reading clockwise: Irving Glass, Frank H. Miller, Everett W. Pervere, Edward L. 
Drew, Kurt Friend, Lawrence L. Jones, Joseph W. Byron, Sherwood B. Gay, Julius 
G. Schnitzer, Harold Connett, Lewis Jackson, David B. Eisendrath and Harold N. 


Goodspeed. 


WASHINGTON, D. C.—Among scores 
of informa] industry task groups being 
consulted by the National Security Re- 
sources Board is that of the leather 
industry. These groups are being asked 
to make recommendations to the board 
on how best to plan for mobilization of 
their respective industries in the event 
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of a national emergency. 

Before final adoption by the board 
for transmission to the President, these 
preliminary recommendations will be 
reviewed—along with those of other re- 
lated industries—by formal industry- 
wide advisory committees. 

The leather group, which met re- 






Style 1220—Dyeable white linen, 
$3.00 

. Style 1221 —Satin in black or dye- 
Style 1224 —Gold or silver metallic 


Also available in 6 /8 outside leather 
heel, add Al to wedgie style nos. 





PARTY, FLATS 






HANDMADE 
HAND-LASTED 


Classic 
Ballerina 





Oak leather sole 2nd heel lift. 


Style 20 —Dyeable white linen, $2.85 

Style 21 —Satin in black or dyeable white, $2.85 
Style 22 —Smooth Leather black or white, $3.00 
Style 24 —Gold or silver metallic fabric, $3.00 
Style 25 —Genuine 24-karat gold kid of silver kid, 
$4.50 

Also with soft retan leather sole. 

Style 70 —Dyeable white linen, $1.85 

Style 71 —Satin in black or dyeable white, $1.85 
Style 74—Gold or silver metallic fabric, $2.35 
Style 75—Genuine 24-karat gold kid or silver kid, 
$3.45 


There is a service charge of 15c¢ per pair on or- 
ders for less than 12 pairs of a style; 25¢ on 3 
pairs or less. Terms —Net 30 days. All styles (7omryrrseryra)) 
available in 5/10, N; 3/10 M. ORDER NOW! paReNTS 


PRIMA, Ine. 


705 Ann Street. Columbus 6, Ghio 







cently in Washington, includes Irving 
Glass, executive vice-president, Tan- 
ners’ Council of America, New York; 
Frank H. Miller, vice-president and 
treasurer, G. Levor & Co., Inc., New 
York; Everett W. Pervere, vice-presi- 
dent, Howes Bros. Co., Boston; Edward 
L. Drew, economist, Tanners’ Council 
of America; Kurt Friend, vice-presi- 
dent, J. Greenebaum Tanning Co., Chi- 
cago; Lawrence L, Jones, vice-presi- 
dent, Willard Helburn, Inc., Peabody, 
Mass.; Joseph W. Byron, director, 
Leather & Shoe Division, NSRB; Sher- 
wood B. Gay, president, Blanchard Bro. 
& Lane, Newark, N. J.; Julius G. 
Schitzer, Department of Commerce; 
Harold Connett, president, Surpass 
Leather Co., Philadelphia; Lewis Jack- 
son, director, Tanners’ Hide Bureau, 
New York; David B. Eisendrath, presi- 
dent, B. D. Eisendrath Tanning Co., 
Racine, Wis.; Harold N. Goodspeed. 
president, A. C. Lawrence Leather Co., 
Peabody, Mass. 





Below Cost Sales Under 
Attack in Florida 


TALLAHASSEE, FLA. — Representative 
Richard H. Simpson, of Jefferson, has 
introduced a bill to prohibit below- 
cost sales of merchandise in this State. 
The measure was referred to the com- 
mittee on business regulation. 
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after 23 years in business. 
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toward lower prices without reducing the QUALITY of our product! 


That's why our BUSINESS is BOOMING higher than ever! . 


"price without quality is a fool's dream" 


SANDALS FOR MEN, WOMEN AND CHILDREN 


707 BROADWAY « New York 3, N. Y. 







HAND-LASTED 

















with many new improvements 





Whistles, Comics, Tops, Marbles 
. everything you need for low- 
priced give-aways. 


HEADQUARTERS Since 190! for Good-wi!l Creating Toys 


Noveities, Souvenirs, Birthday Gift Specialties 


Premiums and Give-Aways 





Younger traveling salesmen feel that 
Harry A. Anderson carries a “torch” 
for them, for Harry is 88 years young, 
and drives his own car covering Iowa 
towns for Simplex Shoe’s line of chil- 
dren’s and misses’ shoes. When war 
clouds gathered over Sweden, a relative 
there transferred $25,000 to him, which 
he flew over in September, 1947; then 
returned for another visit there last 
Fall via plane. Keen and active, he had 
three offers of other lines while at the 
recent Des Moines shoe show. 

= > = 

Mr. and Mrs. William Briefer an- 
nounce the marriage of their daughter 
Shirley to Carl Weissblum, on June 5th. 
Mr. Briefer is the owner of Wm. 
Briefer Shoes at 943 Second Avenue, 
New York City. 

* aa ~ 

Peter Johnson recently opened a re- 
tail shoe store in the new district of 
Sherman Oaks, California. Mr. John- 
son has been in the shoe business for 
25 years and formerly operated a fam- 
ily store in Port Huron, Mich., which is 
now being managed by his son. The 
new store is called Peter Johnson’s of 
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| a” here are the details: 

| No. 100 Actual sizz, 12'' long, contains 6°’ ruler, 
pen holder and pencil as illustrated. Assorted 
colors. Available with your advertisement imprinted. 
New low prices prevail. 

| Call or write for new 1949 catalogue. 


THE Lederer INDUSTRIES, Inc. 


39 West [9th St., N. Y. II 








About Shoe People 





Sherman Oaks, and features shoes for 
the younger set, and casuals for women. 


* = = 


C. W. Moore has been nominated as 
a director of the Elmira, N. Y., Cham- 
ber of Commerce to represent shoe 
stores. 

> 7 x 

Philip Rosenburg, proprietor of the 
Ross Shoe Store, Rochester, N. H., was 
installed as a director of the Southern 
New Hampshire B’nai B’rith at a cere- 
mony held recently at the Rockingham 
Hotel in Portsmouth, N. H. 


* 


William Knowles, former manager of 
Buck’s Booterie at Beatrice, Nebr., has 
been named as manager of the new 
store recently purchased by Buck’s at 
130 North 13th Street, Lincoln, Nebr.. 
from Dan Haney and Roy Miltonberger. 
The store will be operated on the same 
basis as in the past. 

* * * 


Le Mart Shoes has been opened at 
100 South Pearl Street, Albany, N. Y., 
by Jerry Glickman, formerly associated 
with the Enna Jettick Boot Shop. The 


new store features men’s, women’s and 
boys’ shoes. 

Lib Hupke of the women’s shoe de- 
partment at the J. L. Hudson Company, 
Detroit, was selected recently for a 
thumbnail sketch is a series of “Suc- 
cessful Salespeople” in that firm’s 
monthly Hudsonian. Her recipe for 
shoe retailers is, “know your merchan- 
dise, always be easy going, and have a 
world of patience.” 

Leroy J. Bergen, superintendent of 
the U. S. Shoe Corporation plant at 
Greenfield, O., has been elected presi- 
dent of the Chamber of Commerce of 
that city. 

ss * * 

Sid Hirshman, owner of Howard’s 
Shoe Store, has been elected president 
of the Eastwood Businessmen’s Asso- 
ciation in Syracuse, N. Y. 

* *< * 

C. C. Brock and Glenn C. Nelson 
have been elected executive committee- 
men of the Retail Merchants Associa- 
tion of Jamestown, N. Y., representing 
shoe stores. 
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MOHAWK TREE 


FOR WOMEN | 


Smart Management sells 
thousands of pairs 


WOMAN'S MOHAWK 


ate eye 
pnt yp m 











SA 


s 


a: {ny 











Retails 





~ Righ 





PRICED RIGHT 
’ MADE RIGHT 


it 


¢ Good Sellers * 
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Our complete line of infants’ shoes—-up to 
age 5—gives you over 30 different styles 
to choose from. 

Accepted by parents since 1894— 
KREIDER’S KOMFIES and SWEETHEARTS 
—ere priced lower than you think for shoes 
of such quality. 

Choice juvenile leathers, prewelt construc- 
tion with Goodyear welt appeorance. 
Immediate delivery from stock. Nationally 
advertised. Backed by our reputation for 
integrity and service. 


yle 5322 
Patent Center Buckle 
Cutout ond Bow 
Sizes 2 


6 
62-9 


WRITE FOR CATALOG 
OF OUR COMPLETE LINE 


The f.5. HREIDER (0. 


LEBANON 1, PENNSYLVANIA 

















Left to right: Harold Sculley, Endicott Johnson representative; F. C. Schneider, 

Jr., buyer for Montgomery-Ward; Olin J. Cochran, superintendent of the Fine Welt 

factory at Endicott; Michael Randesi, stylist for Endicott Johnson; and R. A. Mills, 
vice-president and production manager. 


ENpDIcoTT, N. Y.—F. C. Schneider, 
Jr., men’s dress shoe buyer for Mont- 
gomery-Ward, was in Endicott recently 
laying out a line of shoes for the 
Spring and Summer of 1950. He was 
very optimistic regarding business and 
expressed the opinion that a greater 
acceptance by the male consumer of 
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light-weight, flexible shoes, combined 
with glove-like uppers will be felt dur- 
ing the Spring of 1950. “Briefly,” he 
said, “street shoes with loafer-like com- 
fort will fill the bill. The usual sport 
shoe patterns with, however, two-eyelet 
blucher closures and gore adjustments 
will dominate the picture. It is further 


felt that lively color combinations of 
smooth and brushed leathers will be 
strong with all-over whites and brown 
and white coming into greater demand. 
Lasts that will throw shorter vamps 
and lasts with genteel modified lines 
and middle of the road toe spring will 
make their bid for popularity.” 


Free Polish Kits Promote 
Men’s Shoe Sales 


MANCHESTER, N. H.—The Stag Shop 
at Satter’s Sundial Shoe Store at 972 
Elm street was a busy place a few 
weeks ago when the establishment 
offered a shoe shine kit free with every 
purchase of men’s Sundial footwear. 
The many visitors to the department 
were given a kit containing polish 
brush, shine brush, jumbo can of 
Esquire polish and polish cloth with 
each pair of shoes purchased. 


Partners Open Second Store 


FLUSHING, N. Y.—David Rubin and 
Charles Teitlebaum, who already op- 
erate Park Hill Shoes, a store at 1277 
Castle Hill Avenue, in the Bronx, have 
opened a new store here at 188th Street 
and Horace Harding Boulevard under 
the "name of the Fresh Meadows 


Bootery. 
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SHOE CLEANERS 
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WHITE DRY 
SHOE CLEANER 





Retail 25¢ 
Cost $1.85 Dz.—$21.00 Gr. 
Order from your jobber or direct from factory 


S & M CHEMICAL CO., Ine. 
2611 So. Indiana Ave., Chicago, Ill. 
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SHOWER SANDALS | 
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Reece “Perfect Rocker” wooden soles 
available with or without silencers. 
Colorful straps attached with rust 
proof nails. Maroon or brown for 
men — multicolored checks for ladies. 
No half sizes. Write for prices. 


REECE WOOD SOLE SHOE CO. 
Dept. B-SI Columbus, Nebraska 








Buy Savings Bonds 
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Sees Shoes in Line 
With General Price Trend 


[CONTINUED FROM PAGE 109] 


“After 342 years of selling shoes at 
the rate of approximately 3% pairs 
per person per year (which, inciden- 
tally, was the prewar rate also) surely 
we must believe that we not only have 
found our postwar normal but that 
our market is characterized by an al- 
most monotonous stability. We sold at 
retail approximately 465 million pairs 
of shoes in 1946, in 1947, and in 1948, 
and I believe we will sell about that 
many in 1949. 

“Any reference to future shoe prices 
must be predicated on the general levei 
of consumer goods prices. Since the Fall 
of 1946, in spite of the gyrations of the 
hide and skin markets, shoe prices have 
never been out of line with other manu- 
factured goods. We are hearing a lot 


about lower commodity prices, but 
aside from farm products this seems 
to be more conversation than fact. 
There is nothing in the current shoe 
picture which indicates more than 
nickel and dime adjustments, with 
many lines finding it impossible to 


make even token reductions. 


Commodities Climb; Shoes Stay Put 


“While attention is focused so closely 
on the cost of living index it would be 
well to remember that during the past 
215 years, while other commodities 
were climbing steadily, shoe prices ad- 
vanced not at all. 

“You probably have heard rumors 
and opinions about a shift to lower- 
priced shoes. Even the U. S. Depart- 
ment of Commerce has predicted that 
92 per cent of all shoes sold in 1949 will 
sell below $10. In the first place, I don’t 
believe the figures, and in the second 
place it is ridiculous to talk about 
averaging logger boots and infants’ 
booties. We might as well try to find 
the average price of men’s suits and 
children’s rompers. 

“After a careful study of all avail- 
able data we have failed to find any 
factual support for the popular opin- 
ion that consumers are dropping their 
quality standards in an effort to get 
cheaper shoes.” 


Correction 

It was incorrectly reported in a re- 
cent issue of Boot AND SHOE RECORDER 
that Don Backman had been made 
manager of a new Walk-Over shoe de- 
partment in the store of Harvey Bros., 
Omaha, Nebraska. The fact is that Mr. 
Backman has leased the men’s shoe de- 
partment and has the exclusive fran- 
chise for men’s Walk-Overs in that 
city and that, in addition, he carries at 
least one other and lower-priced line. 
Harvey Bros. operate a chain of men’s 
clothing stores throughout the Middle 
West. 
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BARIS SELLS 


Quality Shoes from Surplus 
Merchandise. Better for Less 
BARIS SHOE CO.., Inc. 
WOrth 2-5180-1 


79-81 Reade St., New York 7, M. Y. 
Sample Office, Haas Bidg., Los Angeles, Cal. 
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COWBOY BOOTS 


oe Oe ee ee er ree 


You'll make more profits 


. the beots ~— 


. . . attract the 
kind of customers whe will 
pay to get what they want. 
Make more sales with 
Justins, faverites since 1879. 

Write for Catalog of 
styles in stock. 


Justins . . 
folks want 


H. J. Justin & Sons, inc. 
Bex 548-K, Fort Worth 1, Texes y 
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CHAIRS AND STOOLS 
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Exclusive distributor of the popular ART 
CHROME Steel Furniture for the Shoe 
Trade. Samples can be seen in our dis- 
play room or write for illustrated folder 
and prices. 

LYONS & COMPANY 
120 DUANE STREET NEW YORK 7, N. Y. 
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MEN'S SHOES 
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MERICA’S BEST KNO 
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W.L. Douglas Shoe Co 5 
New York Offices, 508-510 Marbridge Bi 


Brockton Mass 

dg 
New York 1, New York 

West Coast Offices, 401-402 Haas Bid 
Los Angeles 14, California A 
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NEWS OF THE 
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Frank DeWitt Now Head 
Of Shoe Form Co. 


AUBURN, N. Y. — Frank P. DeWitt 
who was appointed general manager of 
Shoe Form Co., Inc., Auburn, last Janu- 





FRANK P. DeWITT 


ary, has recently been made president 
of the company to succeed his father, 
the late Wm. J. DeWitt. 

Mr. DeWitt has served with the com- 
pany without interruption since 1933, 
and has been active not only in the fac- 
tory but also on the road. In 1933, he 
helped establish the branch factory in 
Mexico, now managed by Fabrica do 
Hormas Y Tacones. In 1934, the young 
executive visited the manufacturing 
branches in England, O. A. Miller Co., 
and U.S.M.C. of France for the pur- 
pose of introducing new methods of 
manufacture that had been developed 
by the parent company in Auburn. 

In the following years, he gathered 
a wide experience in selling as certain 
territories were turned over to him. 
During the war, the Bill DeWitt Divi- 
sion was under his management and he 
obtained permission to build special 
machinery needed to make commercial 
fish hooks for the Allied Nations in the 
northern hemisphere to augment the 
food supply. During this time, he was 
made assistant secretary-treasurer of 
the corporation. 


Phil Okerstrom With 
Freeman Shoe 


BELOIT, Wis.— Phil Okerstrom of 
Cedar Falls, Iowa, has been named sales 
representative of the Freeman Shoe 
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Corporation for the state of Iowa. He 
takes over this territory immediately to 
replace one of Freeman’s ablest sales- 
men, Carl Ortlund, who covered this 


territory for nearly 25 years, and who | 


has retired under doctor’s orders to 
avoid physical exertion in order to pro- 
tect his health. He will continue to 
serve in an advisory capacity. 

Mr. Okerstrom has had nearly 18 
years of experience in shoe retailing 
with the Boysen Shoe Company of 
Cedar Falls who have featured Freeman 
shoes for almost the entire span of 
years in which Freeman has been mak- 
ing men’s shoes, so he brings a complete 
knowledge of Freeman lines to Iowa 
shoe merchants. 





Representative Named by 
Slipper Company 


NEw YorRK—Renee Footwear Corpo- 
ration, a manufacturer now showing its 
Fall line of women’s slippers, announces 
the appointment of Mrs. Pearl David 
as the Eastern representative. The line, 
which will retail at $2 and $3, includes 
a wide range of styles in both open and 
closed patterns, in brocades, prints, 
satins and other materials. 


Winneguth Sells Flautt Line 


Los ANGELES—Gil Winneguth is now 
traveling the West Coast territory for 
the John Flautt Shoe Co. of Lynn, 





GIL WINNEGUTH 


Mass., in conjunction with his estab- 
lished line of Barbara Gay shoes. 

Mr. Winneguth is a vice-president 
of the WCSTA. 





Shoe Tree Feature of Virginia Exposition 





Richmond, Va.—An unusual exhibit of Craddock-Terry shoes, built around a 
“shoe tree" theme, attracted crowds of people at the recent Virginia Industrial 
Exposition in Richmond, May 9-23. More than 100,000 people attended. The gar- 
den-like exhibit featured a 20 by 8-foot full color scenic backdrop showing the 
foothills and Blue Ridge Mountains as seen from Craddock-Terry's headquarters 
plant in Lynchburg, Va. In the foreground was a three-dimensional Craddock-Terry 
“shoe tree" with its branches representing the divisions of the company. Flank- 
ing the big tree, two multi-tiered motor-driven revolving stands (simulating the 
smaller trees) displayed patterns representative of the shoes made in the eight 
Craddock-Terry plants throughout Virginia. 
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General Shoe Expanding Sales Program 





CHARLES R. MURPHY 


NASHVILLE, TENN.—Houghton D. 
Vaughn, a vice-president and director 
of General Shoe Corporation and the 
manager of its Dominion Shoe Com- 
pany, has announced the opening of a 
sales office in Los Angeles, to be in 
charge of Charles R. Murphy, an as- 
sistant vice-president of General Shoe. 
Dominion is the volume and make-up 
division of General Shoe Corporation, 
and the move is one of several now 
being made as a part of an extensive 
sales expansion program. 

Mr. Murphy will be a division man- 
ager of the Dominion branch serving 
West Coast customers with all types of 
shoes made by General Shoe Corpora- 
tion. His headquarters will be in the 
Haas Building at Seventh Street and 
Broadway, Los Angeles. He has been 
with General Shoe for more than 10 
years and has had considerable experi- 


JAMES W. BYRON 


ence both in the sales, manufacturing 
and management-engineering phases of 
the company. For several years, and 
until joining the Dominion branch, he 
was assistant director of General Shoe 
Intercontinental Company in charge of 
the company’s operations in Mexico and 
in Peru. He will establish the West 
Coast headquarters on or about Sept. 1. 

At the same time, Vice-President 
Vaughn announced that James W. 
Byron, assistant treasurer of General 
Shoe Corporation, has joined the 
Dominion branch as a division man- 
ager and will be engaged in the sale of 
women’s casual shoes. He has had ex- 
tensive experience in General Shoe, 
having for several years been in charge 
of the company’s tanning operations, 
followed by several years as hide buyer 
and also as assistant treasurer. He is 
a graduate of Princeton University. 





Kidskin Tanners to 
Issue Guide Book 

NEw YorkK—‘“Kid Stuff” is the title 
of a booklet to be issued soon by the 
Kidskin Tanners’ Guild of the Tanners’ 
Council of America. The guide book 
has a compendium of leather informa- 
tion, describes basic finishes, contains 
historic notes on this old American in- 
dustry, covers footwear modern and 
ancient. 

Designed to fit in a pocket, salesbook 
or desk drawer, the title-tabbed, 20- 
page booklet will be available to 
schools and colleges for home economics, 
industrial and chemical courses, to re- 
tail stores for training programs, and 
to advertising agencies for copywriters’ 
reference. 

From time to time a. fashion or 
factual supplement will be added. Al- 
though still largely an industry of 
handicrafts, kidskin tanning progresses 
constantly with new finishes, tannages 
and colors. This consumer service (no 
charge) of the 18 goatskin tanners 
also provides speakers for schools and 
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groups, as well as tannery trips for 
students and store personnel. 





Kate G. Kamen Heads 
New Patent Leather Group 


New YorK—The Tanners’ Council 
of America announces the formation of 
The Patent Leather Bureau which is a 
style information and public relations 
center on patent leather, serving man- 
ufacturers, retailers and the press. 

“The Patent Leather Bureau will 
coordinate the styling of patent leather 
in footwear and accessories, will make 
available all possible design services 
for the manufacturing trades, will sup- 
ply merchandising and production in- 
formation for all industries using pat- 
ent leather, and will supply the press 
with fashion and informative material 
about patent leather,” stated Irving R. 
Glass, executive vice-president of the 
Tanners’ Council. 

The executive director of The Patent 
Leather Bureau will be Kate G. Ka- 
men, well known in the shoe, leather 
and fashion fields as an authority on 





footwear, accessories, and merchandis- 
ing developments. Mrs. Kamen is trea- 
surer of The Fashion Group and is sec- 
retary of The Shoe Women Executives. 

Although the central offices of the 
Tanners’ Council are at 100 Gold Street 
in New York City, The Patent Leather 
Bureau will be located in midtown 
Manhattan. 


Levenson with Wolock 


Los ANGELES—Harold Levenson, who 
was formerly associated with the Saks 
Fifth Avenue shoe department in their 


Beverly Hills, Calif., store, is now 
Western representative for Morris Wo- 
lock Shoes and will carry both the 


New York City and the Los Angeles 


made lines. 


Schwartz Resigns from 
Schwartz & Benjamin 

NEW YORK — Sam Schwartz, secre- 
tary-treasurer of Schwartz & Benja- 
min, Inc., New York, and an officer of 
Frosh Shoe Co., Inc., Lynn, Mass., has 





SAM SCHWARTZ 


tendered his resignation in both com- 
panies, effective at once. 

Mr. Schwartz has been associated 
with Schwartz & Benjamin, Inc., since 
its incorporation in 1923, in a sales and 
styling capacity and more recently had 
been devoting most of his time to Frosh 
Shoe Co. in a similar capacity. 

Mr. Schwartz will announce his plans 
in the near future. 


Sells Rights to Make 


Moccasins 


FARMINGTON, N. H.—Louis Under- 
berger, former stitching room super- 
intendent at the H. O. Rondeau Shoe 
Co. here, has announced the sale of 
rights to manufacture hand-laced moc- 
casins under his patent, to a large na- 
tionally knewn manufacturer. It was 
stated, however, that Mr. Underberger 
will continue to make the moccasins 
through his own company, known as 
Sioux Moccasin, in Lynn, Mass. 
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Stock No. 96 


Top Grade Leather Uppers 

Flexible Oak Leather Soles 

Brown, Red, Wine, Blue—Full 

Sizes 5-3 

Write for samples and new Fall catalog 
Mats available upon request. 


DARLING 
SHOE CO. 
769 GRAND ST. 

BROOKLYN 11, W. Y. 
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LEADING AGAIN IN PRICE & QUALITY 


MEN’S BROWN KID ROMEOS 
AT ONCE DELIVERY 


$265 


PER PAIR 
NET 10 DAYS 






Sizes 
6 to 13, 

36 Pairs 
to a Case 





No. 510 Leather Quorter Lining, Leather In- 
sole, Heavy Leather Outsole, Brown Rubber 
Heel a $2.65 


YOU CAN BUY ANY SIZE—ANY AMOUNT 





839 N. Water St. Milwaukee 2, Wis. 
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Parsons Covering Michigan 
For Wohl Shoe Co. 


St. Louis—The appointment of Har- 
old Parsons, veteran retail shoe man, 
as Wohl Shoe Company’s sales repre- 





A 


HAROLD PARSONS 


in Michigan has been an- 
nounced here by -Milton Frank, the 
company’s executive vice-president. 
Mr. Parsons succeeds Eugene J. Roes- 
sel, who was recently promoted to sales 
manager of the firm’s wholesale divi- 
sion. 

Born and educated in Leavenworth, 
Kansas, Mr. Parsons got his first train- 
ing as a shoe salesman in a Leaven- 
worth store in 1930, later worked in 
stores in Lincoln, Neb., and Kansas 
City before joining the Famous-Barr 
Co. in St. Louis as a shoe buyer in 
1935. In 1942 he entered the Army, 
saw combat duty as a tanker with the 
13th Armored Division in the Rhine- 
land and Central European campaigns. 

Returning to St. Louis after his dis- 
charge, Mr. Parsons joined Leppert- 
Roos, high-grade women’s specialty 
store, as shoe department manager. In 
1948 he moved into the wholesale field 
with International Shoe Co., and was 
in their St. Louis territory until join- 
ing Wohl Shoe Company. 
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New Catalog Issued 
By Adler-Jones 


CuiIcaGo—Adler-Jones Company, dis- 
play designers and manufacturers, 
announce the release of their Autumn, 
1949, “Guide to Better Displays.’”’ This 
offers a wide variety of materials and 
supplies for Fall window displays. 
Featured are wooden displayers, deco- 
rative wire stands and screens, flowers, 
boxwood hedges, set pieces, fur set- 
tings, back-to-school units, infants’ and 
children’s wear items, display papers, 
composition-hardboard panels for store 
modernization, and display accessories. 

The guide is illustrated with “how-to- 
use” sketches and also shows photo- 
graphs of complete window and interior 
settings. This display manufacturer 
will be represented at the National 
Association of Display Industries Fall 
and Christmas Show at the Palmer 
House in Chicago, June 27 to June 30. 
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CHILD'S BROWN ELK 


STEP IN with 
2 Center Buckles 


Ne. 6631 

BROWN 

ELK—8*% to 12; 

8632—Sanre in 12% 

to 3. WHITE ELK 

6605. 8% to 12; €606—Same in 12 
BLACK PATENT, No. 6613 
6614—-Same in 12% to 3. Ail 
sizes have wedge heels; 

Write for descriptive price list and avrail- 
ability of franchise 


(Cw = WE SELL) 
c BRANDED 2 
QUALITY SHOES 
BELOW CURRENT PRICES 
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Nationally Known for Surpluses from the 
Nation's Leading Manufacturers 


~ M.K. WEIL SHOE CO. - 
é, While in Town See Weil 3 
1215 Washington Ave. 


SF im 
ARIA St. Lovie 3, Mo. eS 
Los Angeles Office—1005 Haas Bidg. 
New York Office, 147 Duane St., N.Y.C. 





| Buy Savings Bonds 
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IN STOCK FOR 
PROMPT DELIVERY 
J. M. CONNELL SHOE CO. 
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BRANDED FOOTWEAR 
FOR IMMEDIATE DELIVERY 


Always complete stocks of famous name 
quality footwear ct lowest prices. Known 
from coast-to-coast as headquarters for 
jobs from 


cancellations, close-outs, 


America's leading factories. 


WRITE TODAY! WE 
CAN FILL YOUR NEEDS! 


MOSINGER-COHN 


1235 Washington Ave. St. Louis, Mo. 
"Over A Quorter Century” Fine Footweor 
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RHINESTONES 
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Rhinestone Side Bow 


Imported crystal stones 





IMMEDIATE DELIVERY 

Fastest selling Buckle 
retailing at o “DOLLAR” | 
. * | 
Rhinestone Creations 


751 N. 39th St. Phila, Pa, | 





Luke to Sell Selby Line 


In Souhwest 


PoRTSMOUTH, O.— Vernon J. Luke 
has been appointed Selby Arch Pre- 
server representative for the South- 





VERNON J. LUKE 


west territory, Texas, Oklahoma, Ar- 


kansas, New Mexico, and part of 
Louisiana, succeeding Henry Brach- 
man. 


For the last ten years, Mr. Luke has 
been associated with the Brown Shoe 
Company in that area, with the excep- 
tion of three years spent in the Navy. 





Dr. Scholl Promotion 
Begins June 18 


CHIcaGoO—Proclaimed by innumer- 
able magazine ads and thousands of 
display windows, “Dr. Scholl’s Foot 
Comfort Week” will be held this year 
from June 18 to 25, the thirty-third of 
these promotions to be held. Sponsored 
by The Scholl Mfg. Co., Inc. annually 
since 1917, it is expected that more 
than 150,000 dealers will participate 
including shoe stores, drug stores, va- 
riety and department stores. 

Heavy advertising in some 78 maga- 
zines and 600 newspapers reaches its 
peak during Dr. Scholl’s Foot Com- 
fort Week; by means of direct mail, 
millions of pieces of literature reach 
the consumer yearly on the care of 
the feet; and, when shopping, the con- 
sumer is constantly reminded to buy 
by thousands of window displays and 
point of purchase displays on counters. 

At the present time Dr. Scholl makes 
over 100 different products in factories 
all over the world. 





Sales Territory Expanded 


BuFFALO, N. Y.—Edward G. Krug, 
president of the Tri-State Shoe Travel- 
ers’ Association, and the Golo Footwear 
Corporation representative for New 
York State for the last eight years, has 
now been given a territory which in- 
cludes all of this state west of and in- 
cluding Syracuse, Western Pennsylva- 
nia including Pittsburgh, and North- 
east Ohio, including Cleveland. 
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FOOT SURGERY 
AND CHIROPODY 


APPROVED FOR VETERANS 
Write for Bulletin BS-6 
NORTHWESTERN INSTITUTE OF 
FOOT SURGERY & CHIROPODY 
185 No. Wabash Ave., Chicago 1, Ill. 
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YOUR X-RAY SHOE 


fitting machine 
REBUILT or SERVICED 


to meet Dept. of Health Requirements 


Bracke-Seib X-ray Co., Inc. 
293 Third Ave. Lex. 2-108! 
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The latest revised edition of 
THE SHOE AND LEATHER 
LEXICON — the 14th — is 
available again! 
This illustrated glossary of trade 
and technical terms serves a 
very useful purpose for it is filled 
with helpful information. It is a 
steady source for your daily ref- 
erence and your constant “tool 
of the trade.” 


The Shoe and Leather Lexicon 
75¢ per copy, prepaid 
BOOT and SHOE 


RECORDER 100 East 42nd Street 
New York 17, N. Y. 
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New Haitian Factory to 


Make Sisal Shoes 


BROOKLYN, N. Y.—Tropical Craft 
Corporation, 81 Court Street, recently 
opened a new shoe factory in Port-au- 
Prince, Haiti, with an elaborate cere- 
mony which was attended by the pres- 
ident of Haiti, Dumarsais Estime, 





President of the Republic of Haiti, Du- 
marsais Estime (left) inspects sisal shoe 
made by the new shoe factory establish- 
ed in Port-au-Prince by Daniel Hertoelou 
and Nicolas Stern, who look on. 


prominent members of the Haitian gov- 
ernment and company officials. This 
' factory will manufacture California- 
process sisal shoes, and handbags. 

The factory, incorporated as_ the 
United Manufacturers of Haiti, is com- 
posed of six concrete buildings, with 
a main building of 19,000 square feet. 
About 3,500 workers are employed and 
the daily output is 300 cases of sisal 
shoes, and 1,200 sisal handbags. During 
four and one-half months the factory 
was under construction, native Haitian 
workers were trained in the California 
process. Two Americans design the 
shoes and handbags which are hand- 
embroidered and made to match. 

Nicolas Stern, president of the two 
corporations, came to Haiti from Czech- 
oslovakia in 1939. There he formed 
the Haitian Manufacturers Export and 
Import Association and engaged in the 
manufacture of mahogany goods. But 
after a year, he began making hand- 
bags. In 1944, he started to manufac- 
ture sisal shoes with rope soles, which 
became popular in the United States. 
Tropical Craft was formed in 1945 
when Mr. Stern came to the United 
States and applied for American cit- 
izenship. All the shoes made by the 
Haitian factory are purchased by 
Tropical Craft. 

With Mr. Stern as partners are 
Daniel Hertoelou, secretary of the 
United Manufacturers of Haiti Corpor- 
ation; Charles Rosenthal, secretary, 
and Harry A. Lebowitz, treasurer of 
Tropical Craft. The Haitian factory 
is managed by Julius Schwartz, an 
American. Louis L. Enow is the United 
States representative. 


Urges Better Leather 
At Lower Prices 


LOUISVILLE, Ky.—Charles J. Wenzel 
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Mediums and Slims. 
Also available in 
White Sotin—Dyeable $1.90 


There’s a WHIRLER for every dancing shoe need! Hand made and hand lasted. 
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of Sands & Leckie, Boston hide brokers, 
is the new president of the National 
Hide Associativn. He was elected dur- 
ing the association’s recent two-day 
annual meeting at the Brown Hotel in 


this city. Mr. Wenzel succeed. Frank 
E. Brown, Jr., of Roanoke, Va. Other 
officers include: Hubert Chapman of 
Clovis, N. M., vice-president; Charles 


F. Becking of Chicago, secretary; and 
Merle Delph of Indianapolis, treasurer. 
The new directors chosen for a two- 
year term are Albert M. Ostronich of 
Pittsburgh; Ernest H. Eads of Ama- 
rillo, Texas; Irvin Mindel of Toledo; 
and Messrs. Wenzel, Chapman and 
Becking. 


Mr. Brown, in the opening address 
urged all segments of the hide and 
leather trade to unite in the interest of 
producing better leather for the con- 
sumer at lower prices. 





Wohl to Operate Shoe 
Department in Memphis 


St. Louis — Executive vice-president 
Milton Frank of Wohl Shoe Company 
has announced that the St. Louis firm 
has assumed operation of the down- 
stairs shoe department at Goldsmith’s 
Department Store, Memphis, Tenn. 
The department will be enlarged and 
completely modernized and remodeled. 
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NEW Ventilated sandal in white, 


smoke, brown and red elk. 


NEW Exclusive thread feature! Spe- 
cially processed nylon thread 
gives Extra Wear in soles and 
handsewn toes. Found only in 


Kropiewox 


Sizes & Half Sizes: 3-8 

Widths: B-C-D and E. 

BERKSHIRE FOOTWEAR CORP., INC. 
HOLLISTON 2, MASSACHUSETTS ~ 
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PRICE TICKETS bring sales! 


Many Colors—i09 prices to choose from 
WRITE FOR FREE SAMPLES 
MERCHANT'S SERVICE DEPT. C 
BOOT AND SHOE RECORDER 


209 So. STATE ST. CHICAGO 4 











Canadian Distributor 
Named by Roger Kent 


St. Louts—The Roger Kent Com- 
pany announces the appointment of 
William Prager, Ltd., Toronto 2-B, 


Ontario, as an authorized jobber repre- 
sentative in that city. The company 
will carry stocks of the Roger Kent 
line at 391 Adelaide Street, West, and 
will be in position to give prompt de- 
livery. 
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Will Cover Pennsylvania with 
Cedar-Crest Line 


NASHVILLE, TENN.—General Shoe 
Corporation announces the appoint- 
ment of E. T. (Tex) Richardson, Jr., 





E. T. RICHARDSON, JR. 


as the representative covering the state 
of Pennsylvania for the Cedar-Crest 
sales division. Cedar-Crest manufac- 
tures men’s and boys’ service type 
shoes and boots, as well as an exten- 
sive line of safety shoes and Army 
type boots and shoes. Mr. Richardson 
was formerly with the Cambridge Rub- 
ber Sales Corporation at its Littles- 
town, Pennsylvania, plant and also in 
its retail division in Chicago. 





Carton Design Contest 
Won by Mendle 


St. Lours—One of the features of 
the recent St. Louis Shoe Show was 
a beauty contest to select the “most 
beautiful shoe box in America.” Every- 
cne attending the show was invited to 
vote for the shoe box they thought 
most appealing. 

First award went to a carton de- 
signed by the Mendle Box Wrap & 
Label Corporation for Samuel’s “De- 
Liso Debs shoes.” Other shoe boxes 
that received honorable mention were 
those used by Palizzio, Tober-Saifer 
“Orchids To You,” and Famous-Barr 
“Sorority House.” 





St. Louis Shoes Promoted at 
Colorado Springs Meeting 


St. Louts.—The St. Louis Shoe Man- 
ufacturers Association sponsored an 
exhibit and promotion of St. Louis- 
made shoes at the national convention 
of the Junior Chambers of Commerce 
at Colorado Springs, Colorado, June 
7-11. 

The exhibit included juvenile, grow- 
ing girls’, men’s and women’s footwear. 
The promotion included giving away 
a number of pairs of shoes to the 
approximately 4000 members and their 
wives as attendance prizes. The out- 
going national president of the Junior 
Chamber received a pair of Winthrop 
shoes. 





All the prizes were presented in the 
form of gift certificates to be made good 
at various home-town shoe store outlets 
around the nation. 





Two Companies to Make 


Thomasetti Shoes 


SEDALIA, Mo.—Thomasetti Shoes, 
Inc., of Sedalia, announce that they 
have completed a contract with Para- 
mount Shoe Mfg. Co., and Deb Shoe Co. 
and are accepting orders for their usual 
high quality and style casual shoes. 
Shoes can be delivered, in size, in two 
to three weeks. “It is believed in some 
circles that Thomasetti’s is out of busi- 
ness—this is very definitely not true,” 
says Ray B. West, office manager of 
the company. 


Servus Adds Gene Autry 
Rubber Boots, Canvas Shoes 


Rock ISLAND, ILL. — Negotiations 
have been completed by The Servus 
Rubber Company, of Rock Island, with 





C. E. Little (right) president of the 
Servus Rubber Company, presents Sales 
Manager L. M. Rishell with pair of Gene 
Autry rubber boots. 


Gene Autry, popular star of screen, 
radio, television and rodeo, for the ex- 
clusive rights to the manufacture and 
sale of Gene Autry rubber cowboy 
boots and canvas, rubber-soled shoes, 
C. E. Little, president of The Servus 
Rubber Company, has revealed. 

At the completion of arrangements, 
President Little officially announced 
their addition to the 1949 Servus line 
by presenting L. M. Rishell, the com- 
pany’s sales manager, with a colorful 
three-buckle Gene Autry boot made at 
the Servus factory from a Gene Autry 
design. Sales Manager Rishell, dressed 
in western hat and neckerchief, ac- 
cepted the new item on behalf of the 
Servus sales force and dealers. 

The Gene Autry line is new in every 
respect. Western style cowboy boots 
and shoes have been faithfully repro- 
duced in rubber and canvas. Promo- 
tional material and dealer helps are 
being prepared by Servus to aid the 
dealer in offering this new line to the 
consumer. 
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White Shoes 


that can be Kept Clean with only 


Soap and Water 
More Sale-able 


Write for reports on Lux and Ivory Tests 
Ask your manufacturer about this 


Really Washable Elk 


This tog cite shoes 
vuppered with Kieen-ette 


A.H. Ross & Sons Co. 


Tanners Stace 1888 
Chicago 22, Ill. 








Stylist to Study 
European Fashions 


New York—“There’s still shoe news 
in Europe,” said Rhea Nichols, Leather 
stylist and shoe consultant, on the eve 
of her recent departure for a Euro- 
pean business trip. Stopping in Paris, 
Brussels, London, Milan, Rome and 
’ Florence, Miss Nichols will visit re- 
tailers and bottiers, attend midseason 
showings, work on Allied Kid Com- 
pany’s Spring color program, and de- 
tail some pullovers for presentation to 
shoe manufacturers of the St. Louis 
market late in July. 

“The short term ordering of retailers 
for Fall,” she said, “in no way curtails 
our plans for the resort season and 
1950. Our colors, many cf which are 
already in dye process, will be metic- 
ulously merchandised. Overstocking 
was not on fashion colors. Color was 
the strongest salesman a retailer had; 
when it was skillfully culled, promoted 
store-wide, backed by personnel enthu- 
siasm, the record was exceptional. 

“America still makes the finest 
shoes,” Miss Nichols said, “but the 
very simple way of living in Europe 
encourages creative work, and _ the 
handerafting of shoes. Production 
records are not the crux of success, 
a masterpiece in leather is. I expect 
to find many kid footwear ideas which 
we can adapt here.” 
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Soruika on Sales Staff 
Of Wellco 
WAYNESVILLE, TENN.—S. E. Soruika 


of 4005 N. Kenmore Avenue, Chicago, 
has been named the representative for 





S. E. SORUIKA 


the Wellco Shoe Corporation of Waynes- 
ville, in the state of Illinois, succeeding 
the late Fritz Sanger. 

Mr. Soruika has been associated with 
Marshall Field for the past twelve years 


and has had a great deal of experience 


in the shoe industry. 





Virginia Shoe Company to 
Make Two New Lines 


FREDERICKSBURG, VA.—The Virginia 
Shoe Company, makers of children’s 
shoes, located here, has opened two 
branch offices, one at 826 S. Los Angeles 
St., Los Angeles, and the other at 1931 
Second Ave., Seattle, Wash. These 
two offices will conduct the sales and 
warehousing of Play-Poise shoes in 
California, Oregon, and Washington. 

Production will be increased at the 
factory with the addition of sub-teen 
shoes from sizes 312 to 5. Instead of 
adopting the usual growing girl’s last 
for these shoes, officials of the company, 
working in conjunction with a last com- 
pany, developed an idea that has long 
been discussed. The principle is that 
extra space at the instep and the vamp 
is required for the age group from 8 
years to 12 years. Production has al- 
ready started at the Virginia plant. 
Shoes will be called Play-Poise Sub- 
teens. 

Machinery for the making of a new 
line of cement shoes has also been in- 
stalled at the factory. Production on 
these shoes is expected to get under 
way about the first of July. Only three 
patterns will be adopted for the present 
—a Mary Jane, an ankle double cross 
strap, and a two strap with a cut-out 
vamp. These shoes will be called Play- 
Poise Silhouettes. 





Buy Savings Bonds 














ORIGINAL X-RAY 
SHOE FITTER 


FIRST — For ten years every 
Simplex X-Ray has carried the 
Underwriters Laboratories Seal 
of Approval, attesting to its safe- 
ty from fire, and from personal 
injury through X-Radiation. 
SECOND — A signed state- 
ment, with each machine, cer- 
tifies that it meets safety re- 
quirements of the American 
Standards Association. 

THIRD — Standardization 
Charts prepared by a Register- 
ed Physicist 
are available 
upon request. 


@ For further 
particulars on 
Simplex safe- 
ty, ask the 
Simplex X-Ray 
representative 
who calls on 
you, or write— 


X-RAY SHOE FITTER, INC. 
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Men's Goodyear Welt Work Shoes 
Men's Steel Toe Safety Shoes 


Union Made 


GOODWILL SHOE COMPANY 
HOLLISTON, MASSACHUSETTS 
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SHOE ~—_ Look 
RETAILERS Ahead! 


for quick help from the only book of 
its kind; encyclopedia of practicable, 
workable ideas for the experienced 
merchant. No theories—all tried, 
true .. . NOT just another shoe book, 
but offers in addition to 138 specific 
shoe promotions, the best ideas from 
the entire retailing field for instant 
adaptation to his particular require- 
ments. 


Foreword by PAUL H. NYSTROM. 
Professor of Marketing, School of 
Business, Columbia University. 


Please remit with order. 


5/2 x8 3.50 40 Chpts. 


306 Pages Postpaid 


BOOT AND SHOE RECORDER 


100 E. 42nd St., New York 17, W. Y. 











Bids Asked on Nurses’ Shoes 


NEW YORK — The Navy Purchasing 
Office here has issued invitations to bid 
on one lot of 12,018 pairs of leather 
blucher oxfords for the Navy Nurses’ 
Corps. 


Goldstein Now Selling for 
John A. Frye Shoe Co. 


MARLBORO, MaAss.—Sam H. Goldstein, 
who has sold shoes on the road for the 
last 24 years, has joined the sales staff 





a | 
SAM H. GOLDSTEIN 


of the John A. Frye Shoe Company, 
manufacturers of men’s dress shoes and 
of men’s, women’s and children’s cow- 
boy boots. He will cover Greater New 
York, calling on chain stores and job- 
bers. 

Mr. Goldstein sold for Powell and 
Campbell of New York for 12 years; 
then switched to the sales staff of the 
John E. Lucey Shoe Company of Middle- 
boro, Mass., for two years; and for the 
last 10 years has been a sales repre- 
sentative of the Richland-Davidson Shoe 
Company, division of General Shoe 
Corporation. 


St. Louis Credit Men 


Form Organization 

St. Louis.—Member firms of the St. 
Louis Shoe Manufacturers Association 
have reorganized the prewar group of 
Shoe Credit Men, according to an an- 
nouncement of Arthur Gale, secretary- 
manager of the former organization. 

The credit group is sponsored by the 
St. Louis Association of Credit Men 
and will meet regularly at dinner 
meetings the third Wednesday of each 
month. The aim of the group is to 
promote free discussion of credit prob- 
lems pertaining to the shoe business, 
and to facilitate an exchange of ideas 
on economic conditions. The Shoe Cre- 
dit Men is headed by W. C. Smith of the 
Peters Shoe Co., division of Interna- 
tional Shoe Co. Vice-chairman is R. F. 
Byrne of Monogram Footwear, Inc. 


Tanning Company Employes 
Share in Profits 


AYER, Mass.—An average check of 
$82.78 was handed to the employes of 
the Hartnett Tanning Company of 
Ayer, recently, in the company’s sev- 
enth consecutive semi-annual profit 
sharing distribution. 


The semi-annual statement of the 
Harnett Tanning Company disclosed 
the net profit subject to distribution, 
during the period from September 1, 
1948, to February 28, 1949, amounted 
to $78,355,16. Of this, $23,506.54 was 
distributed to the regular employes, 
and the supervisory group. To the 
Hartnett Tanning Company and the 
Colonial Tanning Company of Boston, 
Mass., the parent organization, went 
shares of thirty-five per cent, of $27,- 
424.31. 

The report stated that the average 
weekly wage of a Hartnett employe dur- 
ing the six month period was $68.56, 
an increase of more than $2 over the 
average for the previous six months. 


Three New Salesmen to 
Sell Fortunet Shoes 


NASHVILLE, TENN.—General Shoe 
Corporation announces the addition 
of three new sales representatives to 


the Fortunet Division, according to 
Charles Guthrie, Fortunet Division 
Manager. 


In the West, C. J. Hutchison will 
travel the metropolitan centers of Los 
Angeles, San Francisco, Oakland, 
Phoenix, Tucson, Denver, Salt Lake 
City, Reno, Wichita and St. Joseph. In 
the East, R. W. Lawson will cover 
Maryland, Western Pennsylvania, and 
Western New York. Horace Farrier 
will sell in Delaware, New Jersey, 
Eastern Pennsylvania, Eastern New 
York, New Hampshire, Vermont and 
Maine. 

In the re-allocation of these last two 
territories, R. C. Bloxton and Monroe 
ilampton have become specialists con- 
centrating on certain areas within these 
larger territories. 


Covering Eastern States 


For Selby 





& 


RAY MARKS 
As previously reported, Mr. Marks is 
now covering the Eastern states for the 
Tru-Poise division of the Selby Shoe Co. 
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SALESMEN WANTED 


SALESMEN WANTED 











territories open: 
Texas Maryland 
Alabama Virginia 
A good opportunity for the right man. 


SALESMEN WANTED 


Experienced in selling retail trade with Line of Women’s Casuals and Novelty Shoes and 
Sports; also, Children’s, $1.95 to $3.95 retailers. Well-known in the trade. 


Georgia 
Florida 


Address Box 336, care BOOT & SHOE RECORDER, 100 East 42nd Street, New York 17, N. Y 


Following 


West Virginia Louisiana 


New Mexico 








SALESMEN 
WANTED 


To carry on a@ commission basis a 
fast sell ing Manufacturer's In-stock 
Line of Men's and Boys’ Dress Ox- 
fords retailing at $4 and $5. Terri- 
tories open in the following States: 
New England Kansas 
Maryland Oklahoma 
West Virginia Texas 
Minnesota Montana 
Illinois Idaho 
Iowa Wyoming 
Missouri Colorado 
North Dakota New Mexico 
South Dakota Delaware 


Nebraska District of Col. 
n-competing sideline of Men's 
d Boys’ Shoes permitted. Give 
full particulars with application 


Address Box 345, care BOOT & SHOE papegeen 
100 East 42nd Street, New York 17, N. 
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_ SALESMEN WANTED 
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fr round pro- 





Address Box 338, care BooT & SHOE RECORDER 
100 East 42nd Street, New York 17, N. Y. 














XCLUSIVE BRANDED LINE OF CHIL- 
DREN’S SLIPPERS and Novelties for 
salesmen with better grade following. Refer- 
ences required. Address $324, care Boot & 
el 100 East 42nd Street, New York 








SALESMEN WANTED 


For Outstanding Short Line Men’s 
Leather Compo and Hand Turned Slip- 
pers. to retail at $4.00—$5.00—$6.00. 
In stock at all times. A terrific Fall 
Side Line Item. 


Address Box 339, care BOOT & SHOE ee 
100 East 42nd Street, New York | 








NEW ENGLAND FACTORY 
WANTS SALESMEN 


Covering Retailand Department Stores, 

to carry Line of Misses’ and Little 

Gents’ Stitchdown Shoes and Slippers— 

All territories open at present. 

Address Box 340, care BOOT & SHOE RECORDER 
100 East 42nd Street, New York 17, N. Y. 











ALESMEN WANTED WHO CAN USE 

EXTRA COMMISSION by selling side line 
of CORONET Custom Shoe Polishes and 
Cleaners, to retail shoe trade. No Jobbers. 
Widest range of colors. Unusual Merchandis- 
ing Plan. All sales from territory credited to 
salesman. Several major territories now open. 
Write giving lines now carried and territory 
covered. CORONET POLISHES, Division, : 
a | & Company, 1130 W. 37th St., Chicago 9 

inois. 


EXPERIENCED SALESMEN WANTED 


By St. Louis Jobber with Strong, Competitive Line 
of Man's Work and Dress Shoes, Rubber Footwear, 
Jobs. Replies confidentially considered. Territories 
open: Nebraska, Kansas, Oklahoma, Arkansas, Ten- 
nessee, Kentucky, s, Arizona, Colorado, Indi- 
ana, Louisiana, Mississippi, New Mexico, Wyoming. 


Address Box 325, care BOOT & SHOE RECORDER 
710 No. i2th Bivd., St. Louis, Mo. 



















FAST GROWING MIDDLE WEST DIS 

TRIBUTOR needs experienced men to sell 
a strong, fast Line of Women’s Novelties, 
Casuals, and Sport Oxfords to retail for $3.00, 
$4.00 and $5.00. Territories open: Alabama 
and Mississippi; Iowa and Nebraska; Kansas; 
Michigan; Wisconsin and Minnesota; Utah, 
Wyoming, Nev ada and Colorado. Drawing ac 
count can be arranged after sales are proven. 
Write giving experience and references in first 
letter ‘aes #331, care Boot & Shoe Re. 
corder, 719 No. 12th Blvd., St. Louis, Mo 





EST AND SOUTH TERRITORY —to sell 

High Styled Children’s Stitchdowns. Good 
opportunity. Address #332, care Boot & Shoe 
Recorder, 100 East 42nd Street, New York 17, 
N. ¥ 


NUSUAL OPPORTUNITY WITH ESTAB- 
LISHED MANUF ACTURER and distrib- 
ator of complete dance footwear line. Tap 
shoes, toe shoes, ballets. acrobat etc In- 







stock department—backed by nati 1 advertis- 
ing. Short line, consistent repea Several 
major territories open. Address 2335, care 


Boot & Shoe Recorder. ' East 42n 


New York 17, N. Y 


Street, 


excellent opportunity 
available for 


SALESMEN 


with one of the largest and 
best known manufacturers of 
Rubber, Canvas and Casual 
Footwear. It's a line that's 
nationally known and handled 
by footwear merchants 
throughout the United States. 
A trade mark continuously ad- 
vertised for 40 years and 
backed by a powerful sales 
promotion program. Several 
territories will be open for 
Fall, 1949. 


This may be an unusual oppor- 
tunity for you—preferably if 
you've had retail footwear ex- 
perience, are 25-35 years of 
age, ambitious and aggres- 
sive, of good character and in 
good health. Must have car 
and be free to travel anywhere 
in U. S. Tell all about yourself 
in first letter. 


Address Box 311, care BOOT & SHOE RECORDER 
100 East 42nd Street, New 


York 17, MN. Y. 





© REPRESENT SLIPPER MANUFA‘ 

TURER making Line of Soft Soles in Men's, 
Women’s, Boys’, Children’s and Infants’ Leather 
Slippers to retail frgm $1.98 to $3.98. Good 
commissions. Following territory open: South 
ern and Mid-W¢stern States SHIELDS 
PRODUCTS CO.,;Bombay, N. Y. 


LIPPER SALESMEN WANTED: We have 

splendid opportunity for a live hustler with 
a following among Independent Retailers, to sell 
a Popular Priced, Quality Line of Men’s, 
Women’s and Children’s House Slippers. Well 
established 4rm, new doing a volume of over 
a half million with Independent stores thruugh- 
out the country. Will consider sideline men on 
5% basis. Write fully. Address #310, care 
Boot & Shoe Recorder, 100 East 42nd Street, 
New York 17, : 2 








CLASSIFIED ADVERTISING RATES 


‘The rate for undisplayed classified advertising is 12 cents a word under any of our classified headings. When a box 
number is desired, addressed to any of our offices, 12 words must be added for this and charged at the word rate. If 
advertiser's own name and address is used, count each word (street number is one word) at word rate. Classified adver- 
tising is payable in advance. Send check or money order with your copy. 
vertising except for regular advertisers on contract. 

The rate for all displayed or boxed in classified advertisements is $10.00 an inch with a maximum of 46 words per inch. 


i= Advertisements for this page must be in our New York Office 15 days preceding publication date “ej 


No accounts are opened for classified ad- 
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SIDE LINE SALESMAN WTD. HELP WANTED | HELP WANTED 








HINESTONE AND CUT STEEL BOWS, 








ere Bint Sinker 100 Ear “td WANTED 
Street, New York 17, N. Y. 
RETAIL FIELD SUPERVISORS 
SIDE LINE A large Shoe Manufacturer is interested to locate several talented young 
men between the ages of 25 to 40, to train as Field Supervisors assisting 


EXPERIENCED SALESMEN Retailers to operate efficiently and profitably. Applicants must be sea- 
soned shoemen; understand accounting procedures and Stock Contro 
NATIONALLY ADVERTISED Systems: fully capable of Merchandisi ng Inventories and setting up Pro- 


motiona Plans; free to travel. Give all details of your quai ifications 


ATHLETIC FOOTWEAR f; rst tter. inc ude photograph. 


Football, baseball, basketball, golf, work Address: Box +327 care of BOOT and SHOE RECORDER 
coon en aoa ae 100 East 42nd Street, New York 17, N. Y. 

casins, hunting, riding boots, etc. Excel- 
lent opportunity to earn additional money. 
Old established company with many ac- 
counts and large following. Territories 


now open. Commission basis (5%). Apply EXCELLENT OPPORTUNITY FOR 


now. State experience, references and 


ee SHOE CHAIN EXECUTIVE 


Address 334, care BOOT & SHOE RECORDER 

































eee eet With General Knowledge of Chain operation in Women’ s Shoes 
including personnel; Store Management, Promoti on, Window 
OUTSTANDING SALES REPRESENTA Displays. One capable of assisting executive member of firm. 
VES with high ie jotwear ater eo Frage 
egg eines ong ao penne State full qualifications, present position. All information will be 
handle sideline of ne ed fine Plastic held in strictest confidence. Only mer: accustomed to earning 
Shoe Trees now selling successfully in N.Y.( cin An a nnn ; 2 ~, 
All territories open, except Metropolitan area $10,000. to $20,000. yearly need apply. 
N.Y.C., on commi basis. Write par 
ticulars, 5 cent ines carried and territ ; a ADDRESS Box 323. CARE BOOT & SHOE RECORDER 
ony se gig sol oe ga Alma 100 East 42nd Street, New York 17, N. Y. 








ASY EXTRA EARNINGS for established 
salesmen calling on retailers. Take a few 


minutes with each customer to go through our SHOE DEPT. HEAD 


illustrated shoe-findings catalog. They will ap- 











preciate this service. You will appreciate the capable manage-promote popular price Ladies’, 
easy commissions that you can make on polish, Children’s Shoe operation in Atlanta, Ga., Dept 
laces, shoe trees, fitting stools, etc. Continuous Store. Will consider capable, aggressive young 

man now acting as assistant in sizeable promotional 


repeat business. We are well-known to the trade aha 
yies confide al. Tell s hat t tory yo ie — _ ; ari . n 
Replie conn jential fel us what territory you State age, business background, earnings in com- 
cover. REICK, LANGENDORF & CO., 31 So. plete confidence. Interview your convenience 
"ells. Chicago. Ill 2 <_ errs 
Wells, Chicago, 18 KLINE BROS. CO. 
E'D like to hear from a few am- 132 West 31st St. New York 1 
bitious, imaginative and indus- 
trious young salesmen up to 30 years >: _ = 


f e who hanker t kle the bi 
LINE WANTED ae le ‘ellen, nee ee notin = <G ROOM FOREMAN 




































. : ' UTTING to take com- 

+ ng gy Ma er ed gar ole plete charge of Cutting Room for large 

HOROUGHLY EXPERIENCED SALES- York City. We are not interested in Midwest Manufacturer. Mt ust know all phases 
MAN, with large following; wishes to secure tourists, nor are we a "stop-gap" for i operation and have successful back- 
Mz turers Line; preferably New York something else. We want to hear from pcan Perma Jehgsbhelee 
st Now employed; wishes t some personable individuals with a good pay for right man. 
: 3 e Boot & Shoe distinct flair for selling who take pride yee ice pertinent 

New York in accomplishment. If you feel you = ao ae 

10 ast 


are ‘the most likely to succeed if 
—_—— - given the opportunity'' type, accept 
Yeares M: \RRIED TRAVELING SHOE this challenge and tell us all about 
SALESMAN desire » connected with yourself—frankly and in extreme con- = a 
Advertised fidence — high-lighting your selling 
growing background 














Address Dept. A, Room 1702 
122 E. 42 St., New York 17 

















POSITION WANTED _ 
POSITION: WANTED TO PURCHASE 
») Fan 











W experienc an AGERE AS. 


expe 















JILL PAY FULL VALUE FOR FAMILY 
SHOE STORES located Michigan, Ohi 





FOR SALE 





EXPERIENCED. CAP ABLE, RELIABLE 
De M ‘ 


ment and Bu uyer Po- 
30 care 








High Grade LADIES’ 
ee a Sar Da SIZE 4B WELT 
SAMPLES FOR SALE 


P.O. BOX 805 
SYRACUSE, N. Y. 





JP-TO-DATE SHOE STORE WANTED, 
EF $50.01 Will 


s 
vines onds ee ee 
pay cash for good 


Boot & Shoe Reco 
New York 17, N 
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WANTED TO PURCHASE 





WANTED TO PURCHASE 


WANTED TO PURCHASE 








TOP DOLLAR! 


FOR YOUR ODDS AND ENDS, CLOSEOUTS 
OR COMPLETE STOCKS 
EDDY SHOE COMPANY 
ALWAYS RELIABLE 


132 No. 4th St. Phila. 6, Pa. 
Phone: LO 3-9533 

















CASH PAID FOR 
SHOE STORES 
CLOSE OUTS, JOB LOTS 
SHORT LEASES ASSUMED 


B. SABIN 


93 READE ST. NEW YORK 13, N. Y. 
Telephone WOrth 2-2515 

















SELL YOUR JOB LOTS 


SAM CAMITTA & SONS 


95 Reade St., New York 13, N. Y. 
Foremost Shoe Buyers Since 1906 
COrtlandt 7-6378-9 











WILL BUY CLOSE OUTS AND 
COMPLETE STOCKS 
of Quality Shoes for Men, Women and 


Children. 

For Cash 
BROITMAN-GAFFIN SHOES, INC. 
148 Duane Street, New York 7, N. Y. 
Telephone BEekman 3-7290 














FOR SALE 


FOR SALE: LADIES’ 
WORN SHOES. 
Syracuse, New York. 





VARIOUS TYPE 
Write: P. O. Box 89, 








SHOE STORE FOR SALE 


Long Established Shoe Store in East- 
ern Ohio steel center; Very good 
Line of Shoes. Best of locations; 
doing good volume of business. Sell- 
ing because of ill health. 


Address Box 326, care BOOT & SHOE RECORDER 
100 East 42nd Street, New York 17, N. Y. 














HOE STORE—MICHIGAN CITY, INDI- 

ANA; Established over 50 years; Nation- 
ally known and advertised high grade Lines, 
Men’s, Women’s and Children’s Shoes; Clean 
Stock; Good location; Price about $25,000. 
ALSO FOR SALE—the two story Brick Build- 
ing, about 20 x 100 feet, occupied entirely by 
this Shoe Store. Price $35,000. Owner retiring. 
Address Box #320, care Boot & Shoe Recorder, 
209 South State Street, Chicago 4, III. 





EST BUY IN THE COUNTRY; Fastest 

growing City in the South; 107,000 popula- 
tion; 22 Cotton Mills; Men’s Shoe Department 
in a most modern Men’s Shop. Best location 
on main street. Nationally advertised Lines; 
Take $4,000 to turn stock. Other interest takes 
me out of town. Address 4328, care Boot & 
Shoe Recorder, 100 East 42nd Street, New 
York, 27; BN. ¥. 
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MY HOBBY 
Buying, Selling Shoes for 35 years 
CASH TOP PRICES 
Discontinued stocks 


HARRY HESS 
7% Reade Street New York 7, N. Y. 
Telephone: WOrth 2-896! 








GET TOP VALUE 


In Selling Your 
e SURPLUS STOCKS or 
e COMPLETE STORE 


CAMITTA SHOE CO. 


120 NO. 4th ST. PHILADELPHIA 6, PA. 
Phone Lombard 3-2062 











: Seo EE 
TOP cash PRICES ‘ 
FOR CANCELLATIONS, 
ODDS & ENDS, CLOSEOUTS 
and COMPLETE STOCKS 
Quality Men's, Women's 
and Children's Shoes Wanted. 
BRAND NAMES PROTECTED 


MOSINGER-COHN 


1235 Washington Ave., St. Lovis, Me 
Over a Quarter of a Century 
“Fine Footscer” 


ce I 





<FO. 
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WE BUY 
SURPLUS AND COMPLETE STOCKS 
OF BETTER GRADE SHOES 
FOR CASH 
SHORT LEASES ASSUMED 


YOUR NAME AND BRAND 
PROTECTED 


IRVIN RUBIN, INC. 
“The House of Jobs”’ 
89 READE STREET 
New York City 
Phone BARCLAY 7-7887 

















Quality Shoes for Men, Women 
and Childzen 
Scrupulous Protecticn 


wy neade St. 





ARIS SHOE 


New York 7, N. Y. 






« st Term Leases Assumed 
Sur Name and Brand since 1932 








CO., Inc. 






Tel.: WOrth 2-5180 








FOR SALE 





OR SALE, IN RICHMOND, INDIANA, 
a Shoe Department in Well-established Junior 








Department Store. An nual gross is $40,000. 
Current inventory is $12, . Merchandise and 
fixtures are ne Lease is favorable. Write. 
HAMILTON - PILGRIM, INC., 12 South 
Eighth Street, Richmond, Indiana. 

AMIILY SHOE AND SHOE REPAIR 
STORE FOR SALE in Brooklyn, New 
York—Branded Lines in New Shoes and New 


Repair Machinery; Separate entrances; Corner 
Location; Good Lease; Rent $90; $15,000. .can 
handle everything; Party that can manage op- 
portunity can clear themselves $200. weekly 
income. Address #344, care Boot & Shoe Re- 
ee 100 East 42nd Street New York 17, 


Extensive Campaign to 
Advertise Work Shoes 


St. Louris—A new and extensive na- 
tional advertising program has been 
launched in behalf of “Star Brand” 
work shoes by Roberts, Johnson & 
Rand, Division of International Shoe 
Company. This is the first national 
advertising of any consequence in the 
half-century history of this R.J.&R. 
brand. 

Stressed in the copy will be Star 


construc- 
seam- 
less back, a comfort feature. A com- 
plete dealer merchandising program in- 
cludes direct mail featuring shoes of 
the dealer’s selection and quoting prices 
of his choice; store display, window 
streamers, and “cut-open” shoe sam- 
ples. 

Sixteen national, 
farm magazines to be used 
Farm Journal, Progressive Farmer, 
Southern Agriculturist, Farm & Ranch, 
California Farmer, Prairie Farmer, 
Indiana Farmer’s Guide, Iowa Bureau 
Farmer, Michigan Farmer, Minne- 
sota Farmer, Missouri Ruralist, Ohio 
Farmer, Pennsylvania Farmer, Kansas 
Farmer, Washington Farmer and Wis- 
consin Agricuiturist Farmer. 

The campaign is being handled by 
Krupnick & Associates, Inc., St. Louis. 


all-leather cowhide 
tion and its patened “Freemold”’ 


Brand’s 


regional and state 
include 


Boots Offered as Prize 


CHEYENNE, Wy0.—Western Boot Co. 
of Tucson, Ariz., has donated a pair 
of Western boots as second-place tro- 
phy to be awarded in the amateur 
bucking contest at the 1949 Cheyenne 
Frontier Days rodeo, July 25-30, .ac- 
cording to R. D. Hanesworth, secretary 
of the Frontier Rodeo committee. 
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MERCHANTS’ NELDS 








NEW ADJUSTABLE 


} Price n= Poy Cup 


| remains 
desired posi- 
for Price Tickets 


tion at all 
| times. 
This is an ex- 
clusive pat- 
ented feature. 


$5 gross 
$2.75 
half gross 


M. D. POLLINGER CO. 


HOLLAND BLDG. ST. LOUIS, MO. 














For More Attractive Displays 


Made to display the shoe and not the 
form. Forms open heeled pumps perfectly 
and easily in less time. Ne belkines, 4 
either shoe and brand 

concealed. Made from high ‘oul « ‘aon 
spring steel. $3.00 per pairs. Cad- 
mium plated $3.95 per dozen pairs. 


F.B.F. DISPLAY CO. 


Route 2, Box 646, Indianapolis 44, Indienc 














Y ADVERTISING 
en Ya Clippings 





—here's how to get 


More Business! 


HE Vincent Edwards Idea Clipping 

Service has over 2,000 satisfied users. 

Each order filled according to what 
you want; wholesalers usually request best 
retail ads; manufacturers usually want ads 
of competitive brands. 

You will find that a study of newspaper 
ad clippings is the quickest and least ex- 
pensive way to keep in touch with what's 
going on. 

Use coupon below to learn more about 
this valuable service and the special short 
term trial offer. No obligation, of course. 


VINCENT EDWARDS & CO. 


World's Largest Advertising Service 
rganization 


342 Madison Ave., New York City 
Please tell me more about your news- 


paper ad clipping service and special short 
term trial offer. 
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* ADULT MODEL $15.00 
* JUNIOR MODEL $15.00 


Efficiency 
Of Fit 


YOuRS i” THE NEW 


’ Doewste 


Win the Brannock Aduit and 

Junior Model Devices, the shoe fitter 

can get immediate ‘Heel-to-Ball’’ — 
“Heel-to-Toe”’—"Width-at-Ball” direct 
measurements. This means speedy, 
accurate fitting; more sales per fitter; 

| more perfect fitting; fewer misfits 
with their subsequent costly and 


troub exc 





*Available at special cooperative price 
if ordered through certain shoe monv- 
focturers—for this list and full details 
write to 


| THE BRANNOCK DEVICE 


COMPANY 





Sales Conference Held by 
Lockwedge Shoe Corporation 


CoLuMBus, O. The semi-annual 
sales conference of the Lockwedge Shoe 
Corporation of America, makers of Dr. 
Locke shoes for women, was held re- 
cently in the Deshler-Wallick hotel, 
this city. The company announced it 
will launch its largest advertising cam- 
paign since the war. Herbert Lape, 
Jr., president, presented sales and mer- 
chandising plans to dealers from all 
over the country. 

Special guests were C. L. Wilcox, 
sales manager of the Field and Flint 
Co., Brockton, Mass., makers of Dr. 
Locke shoes for men; and Eric Sabis- 
ton, vice-president and general man- 
ager of the Lockwedge Shoe Co., Ltd., 
Perth, Ontario, makers of Dr. Locke 
shoes in Canada. Salesmen in attend- 
ance were Harry J. Evans, Los An- 
geles; John T. McGee, Detroit; N. J. 
McManus and R. E. Smith, New York 
City; D. W. Thompson, Milwaukee; 
and Walter Gable, Columbus. 

Dealers attending included A. J. 
Beckler and Miss Florence Neydon, ad- 
vertising manager, R. H. Fyfe and Co., 
Detroit; Vernon Singer and Budd Gore, 
advertising manager, Marshall Field 





MAKE THAT SHOE FIT 


SHOE DOCTOR SHRINKERS 





FIT COMES FIRST. Make shoes 
fit around the ankle. Stop gap- 
ping at the sides and slipping in 
the heel (ne more heel liners 


necessary). All fullness or wrink- 





les in leather or fabric easily 


= 0 owRy shrunk without harm. Assure foot 


y 0-00 


Curved type iren 


Special combination offer $42.50 
(fluids included in above prices) 


Send your order or write for detail information. 


E. C. SMELTZER CO. 


121 E. Sist Street, indianapolis, ind. 


comfort for hard-to-fit feet. 





and Co., Chicago; Stanley C. Berger, 
Dr. Locke Shoe Shop, Philadelphia; 
Sam H. Bruckner and Sam Levin, R. H. 
Macy and Co., New York City; Ed 
Coburn, Stone Shoe Co., Cleveland; 
Owen W. Metzger and Douglas S. Diet- 
rich, Wetherhold and Metzger, Allen- 
town, Pa.; Samuel J. Sugerman and 
Dave Dulberg, Kaufmann’s, Pitts- 
burgh; A. W. Fish and L. Drevitch, 
Filene’s, Boston; S. D. Goldblatt, L. 
Bamberger and Co., Newark, N. J.; 
A. J. Kinker, Kinker’s Shoes, Louis- 
ville, Ky.; Philip Selzer, Gimbel Bros.., 
Philadelphia; Kenneth C. Lowe, Gil- 
bert’s Shoe Store, Wheeling, W. Va.; 
Arleigh Miller, Miller’s Shoes, Harris- 


burg, Pa.; Ernest Park, Park Sons, 
Rochester, N. Y.; Jerry Sham, Dr. 
Locke Shoe Store, San Francisco; and 
Jerry Sholem, Sholem’s, Champaign, 
Til. 
Shoe Man Heads New 
Radio Station 

MANCHESTER, N. H.—Former Gov- 
ernor Francis P. Murphy, vice-presi- 
dent of the J. F. McElwain Co., shoe 


manufacturers of Manchester and 
Nashua, is president and treasurer of 
The Radio Voice of New Hampshire, 
Inc., which has started operating a new 
radio station, WMUR-FM, in this city. 

The frequency modulation station will 
serve most of New Hampshire, as well 
as sections of Maine, Massachusetts 
and Vermont. Mr. Murphy’s regular 
station, WMUR, has been operating for 
a number of years. 
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Our 50th Year 


We have the shoes IN-STOCK on which the most intensive selling will be . . . for the next three 
months! They’re ready for immediate delivery! 


Be sure to take advantage of this unique stock service in juvenile shoes! 


IN - STOCK 


White Elk 
White Elk 
White Elk 
Tan Elk 
Tan Elk 





JULIUS ALTSCHUL, INC. 


117 Grattan St., Brooklyn 6, N. Y. 





IN-STOCK 


White Elk Tan Saddle 
White Elk Tan Saddle 
White Elk Tan Saddle 
White Elk Tan Saddle 
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MILLER TREES 
MAKE 





ws lh - 


SALES! 

















Miller Trees mean business — 
extra business! When you've made a 
sale, the customer is in the right 
frame of mind to buy a pair of Miller 
Trees. He’ll appreciate your pointing 
out the way to extend the life and 
looks of his shoes. 

Miller Trees sell quickly — faster 
than the shoes themselves — because 
there’s nothing to take off or try on. 
Miller’s are available in four sizes, 
fit practically all shoe sizes by easy 
adjustment lengthwise. Self adjusting 
for width. What’s more, they feature 
foreparts modeled like a shoe last 
and bottoms hollowed out to allow 
for metatarsal pads. Shoe stores 
everywhere are proving that money 
grows on Miller Trees! 


O. A. Miller Treeing Machine Company 


Branch of United Shoe Machinery Corporation 
PLYMOUTH, NEW HAMPSHIRE 
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Only a Short Step to Satisfied 
Customers... Why Not Take It? 


It takes only a little intelligent effort to 
convince your customers that it pays to buy 
Nunn-Bush shoes . . . but what a difference in 
SATISFYING repeat business that little 

effort makes! A customer converted to 
Nunn-Bush quality is a guilt-edge security that 
will pay you dividends throughout the future years. 
No competitor is likely ever to take him away! 





Brighton Set ° STYLE 429 


Brown and Tan Calf 
Ventilated 
Lightweight Sole 
Rubber Hee 
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You and STRIDE RITE are “doing 
very nicely”, thanks in great part to your 


good judgement, follow-through and unceasing hard work! 


Your good judgement is shown by the fact that you 





carry children’s shoes that, in leathers, lasts and 


workmanship, do a shoeman’s best to protect and 


encourage straight, sturdy foot-growth. 


Your follow-through can have no better illustration than in the 





enthusiastic way you've used every STRIDE RITE merchandising aid: newspaper mats, 
national ad “tie-ins”, window and counter displays and direct mail. By keeping 
careful size records and sending reminder cards when size check-ups are due, you've helped us 


pound home our foot-protection theme: “growth doesn’t wait for seasons.” 


Your hard work speaks for itself in 





the merry jingle of your cash register, in an era of 
highly competitive selling — highly selective 
buying! Yes, Mr. Dealer, take a bow. . . and keep 

up the good work! 


GREEN SHOE MFG. CO., BOSTON, MASS. 
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